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To  cfiectively  expose  television  audiences  to  advertising  messages,  advertisers 
have  in^lemented  a number  of  communkaiion  tools.  The  most  common  have  been  TO 
and  60  second  television  commercials.  However,  commercials  may  lack  credibility  as 
skeptical  audiences  are  aware  that  advertising  is  selling  a product,  smvice.  or  idea.  To 
con^tensaie  lot  audieoce  skepticism,  advertisers  use  other  forms  of  messages  which 
hide  their  commercial  inleol.  One  exacqile  is  the  video  news  release  (VNR). 

where  the  VNR  may  be  used  at  the  discretion  of  the  news  organisation. 


Video  I 


The  adverti^  neseage  appears  in  a nesvs  fonou  which  leads  credibility  (o  the 
comem  of  the  message.  Viewers  may  be  obliviaus  to  the  message's  commercial  ialenl 
as  byMd  communication  messages  do  not  use  sliimilito  akri  viewers  to  the  message's 
advertising  purpose.  As  such,  the  VNU  can  be  a successful  tool  within  an  integrated 
marketing  conmmnicalions  (IMC)  campaign. 

However.  VNRs  are  not  guaranteed  placement  during  the  newscast  and  rml  aQ 
VKRs  that  are  produced  are  aired.  The  researcher  wanted  to  determine  (I)  <^t  are 
the  subject  matter  and  common  elements  of  successful  VNRs,  those  which  pass 
through  lelevisiou  siaiioiu'  news  department  gales?  To  answer  the  guesiion.  the 
researcher  analyzed  the  content  of  VNRs  which  were  dislributed  March  4 to  March 
2S,  1996.  by  Medialink  which  ware  aired  during  local  newscasts  rui  four  English* 
language  Miami  television  sialioRS.  [a  addition,  the  researcher  analyzed  the  coolenl  of 
agroupof76VNRsdistiibuIed  by  Medialink.  1993  to  1996.  including  l9VNRslisled 
on  Medilink's  annual  Top  Ten  Lists,  end  the  data  from  Medialink's  Top  Ten  Lists  for 
1988  to  199S. 

The  researcher  also  wonted  to  learn  (2)  bow  do  source  material  producers 
discover  what  VNR  subiect  matter  and  commoa  news  elements  have  the  best 
oppommity  to  be  used  by  news  deparunems?  To  determine  this,  the  researcher 
inlerviewed  those  involved  in  the  production  and 


I distribuimD  of  VNRs. 


Tbe  researcher  Ibund  thu  VNRs  which  included  subject  matter  about 

were  used  by  the  four  Miami  lelevisioii  stations.  The  common  elefnems  of  successful 
VNKs  included  video  high  in  visual  quality  and  stories  low  in  complexity.  Source 
materiai  producers  identic  what  news  departments  need  by  staying  in  contact  with 
news  department  personnel  and  learning  about  current  trenris. 


CHAPTER  I 


INTRODUCTION  AND  BACKGROUND 


To  eSecIhrely  expose  relevision  audiences  to  advenisiog  messages,  odvenisers 
have  in^lememed  a number  of  communicaiion  tools.  The  most  common  are  30-  and 
bO-second  televisioQ  conuDercials.  However,  commercials  may  lock  credibility  as 
audiences  have  become  more  skeptical  about  advertising.  To  corqectsaie  for  audience 
skepticism,  advertisers  use  other  forms  of  messages  which  hide  their  comtnercial 
intent.  One  example  is  the  video  news  release  (VNR). 

Video  news  releases  are  the  logical  extension  of  the  printed  pressrelease.' 

Like  press  releases,  VNRs  are  oRen  produced  by  outside  firms,  otherwise  known  as 
“source  material  producers,"  and  distributed  to  news  organizations.  The  purpose  of  a 
VNR  is  to  generate  exposure  on  newscasts  Ibr  advertisers.'  Video  news  releases  can 

notify  slatioas  of  upcoming  VNRs  using  wire  or  computer  services. 

Medialink,  for  exangtie,  has  an  agreement  with  AP  Express  in  which  h 
serxls  advisories  via  the  newswire  inlo  about  700  cewsrooms.  The 


'FreaiuA.  (I99S,  August  30).  How  lobby  groups  selibe  news  agendo.  The  Times, 
sectian:  features.  Available  in  LEXIS,  Nexis  Library. 

^PRSC  develops  code  of  good  practice  for  VNR  producers.  <1992,  August).  PR 
Services.  Available  in  LEXIS,  Nexis  Libt^. 


riplkm,  suggested 


noiificatioii  includes  a story  summary,  footage  de 
cooiacis,  and  date  and  time  oflbe  satellite  feed.' 

Other  source  material  producers  alert  stations  through  &x  and  the  IrUemet.^ 

Included  with  VNRs  is  'VrolT'-story  footage  with  natural  sound  and.  often, 
shots  of  the  advertiser-expert  answering  questions.  Slalioits  can  use  this  raw  b-roU 

questions,  Sutkm-produced  news  stories  and  successttil  VNKs  can  be  ioterchanged 
with  negligible  differcrtces  in  video  qualiiy,‘ 

Once  a television  station  receives  a VNF.  the  station's  news  executive  decides 
whether  and  bnw  to  air  the  information.  By  broadcast  journalism  standards,  the 
producer  should  watch  the  VNR  pacicage.  send  reporteis  to  check  lacls  and  get 
OTtginaJ  station  video  for  the  story,  compile  the  inatcriaL  and  identic  any  VNR 
fooiage  used  on  the  air.  Instead,  some  stations  air  VNRs  in  their  ealirety  without 
source  ideniilicaiion.' 

’Video  news  distribution  keeps  pace.  (1994,  November  14).  PR  News.  Availablein 
LEXJS.NexisLibraiy. 

*PR  News.  November  1994. 

’How  lo  successfully,  produce,  distribute  VNRs.  (1995,  April  24).  PR  New.s.  51(171. 
AvaOBbie  in  LEXIS.  Nexis  Lifeaiy. 

*PR  News.  April  1995. 

’Thalhimer,  M.  (1992,  huie).  Video  sources  in  the  newsrooin.  Covermi  the 

greadgilialJhimaries.  In  The  Media  and  Campaign '92,  A SeriesofSpeical 
Eieclion  Reports  (p.  35).  New  York;  Columbia  Univershy, 'The  Freedom 
Forum  Media  Studies  Center. 


onicoversial 


iotegraied  marketing  communications  (IMC)  tools  in  advertising.  When  using  IMC, 


convey  a consistecu  unified  message  and  mage  through  all  communications  channels.' 
Video  oewB  releases  allow  advertisers  to  inlegrele  or  use  a similsr  advertising  message 
consistent  with  the  wdrole  advertising  campaign  ^lile  receivittg  the  benefits  ofthe 
message's  placemem  within  the  oewscast.  The  VNRs'  coirtent  nrc  coosisfenr  with  the 
commercial  messages,  but  VNUs  have  the  added  credibility  of  being  placed  during  a 
newscast.  Thus,  the  advertising  message  is  reinlbroed  through  fiequeocy.  coomsieocy, 
and  credibility.  The  audience  views  the  message  more  iban  once  hi  diflering  formats: 
as  a commercial  message  and  as  a VNR,  in  difiering  enviioruaenis:  as  a commercial 
tetweeo  programming  and  during  the  rtewscast.  nrtd  with  the  added  third-person 
crediUlity  thal  the  itews  formal  lends. 

While  the  use  of  VNRs  has  increased  to  the  point  where  they  are  a ubiquitous 
pan  of  the  production  of  teievUion  news,  research  in  the  area  has  only  begun  in 
emerge.  Prior  studies  have  focused  primarily  on  the  use  of  VNRs  by  individual 
siatioiis.'  Research  in  this  communicaiion  area  is  hr^ortant.  first,  because  ofthe 

'Bovde.  C L..  niill.  1.  V,.  Dovel,  0.  P..  & Wood.  M.  B.  (1995).  Advertisma 
Excellence  (isl  ed.).  New  York:  McCraw-Hill.  Inc. 

'Cronin,  K.  (1993,  May).  Video  news  releases  from  the  gatekeepers' perspectives. 


Klvenisers'  marketing  and  promotionBl  efforts  are  coordinated  and  integrated  to 


Madison  Campus,  Fairleigh  DickiosoD  University. 


inn«ase  inuseofVNRsby  Mwsoig&nizailons.  The ecoooniic  factors iffniing 
television  news  are  reviewed  in  this  study.  Second.  VNRs  veil  their  conunercial  intent 
wHhis  the  context  ofa  newscast  and  therefore  raise  regulatory  and  policy  questions. 
The  third-person  credibility  the  news  bmai  provides  are  explored  in  the  research. 
Third,  while  VMH  producttoo  has  increased,  not  all  VNRs  produced  are  used  within 
newscasts.  Without  certain  news  elements.  VNRs  are  not  able  to  puss  through  the 
news  organizations'  "gates."  Thus,  the  primary  focus  of  this  study  will  be  to  identiiy 
and descritc the sutQCCt matter ofVNRs ^ch pass throughnews gates.  This 
research  lahes  an  initial  step  in  augmenting  the  literature  about  this  emergent  type  of 
hybrid  connrmnicaiion  message. 

Video  news  releases  are  just  one  exairgrle  of  hybrid  messages-inessages  which 
are  used  for  advertiroig  purposes  but  are  noit-commercial  in  character.'” 
Balsubramanian  has  defined  hybrid  messages  as  "those  that  are  paid  for,  but  do  not 
identity  the  sponsor  (in  contrast,  advertising  messages  nrc  paid  far  and  identify  the 
sponsor;  publicity  messages  are  not  paid  brand  do  not  identify' the  sponsor).""  In  his 


S.  (1994).  Beyond  advertising  nod  publicity:  HyIxid  messages 
whey  iasuea  Journal  of  Advertisinii.  21(4),  29-46. 


"Balosubramaniao.  S.  (1991.  December).  Beyond  advertisma  and  nubllcrtv:  The 

domain  nf  hybrid  messanes  fRenort  No.  91-131 ).  Cambridge,  MA;  Marketing 


research,  Balsubramanian  does  ml  ioclude  VNRs  as  hybrid  messages;  however,  they 

Video  oews  releases  are  produced  by  or  for  advenisers  and  diaribuled  to  news 
orgonaaiioas  where  the  VNR  may  he  used  al  the  discretion  of  the  oews  organization. 
However,  tecause  of  economic  fociors  which  will  be  disciissed.  VNRs  are  often  used 
in  their  entirety  or  as  edited  news  packages.  The  advertising  message  appears  in  a 
news  formal  which  lends  crediNlity  to  the  content  of  the  message.  While  the  editortaJ 
content  of  Uk  news  lends  third*person  credibility  to  the  VNR,  the  viewing  audience 

messages  do  not  use  stimuli  to  alert  viewers  to  the  message's  advertising  purpose,  and 
as  such  the  VNR  can  be  a successitil  tool  withsi  an  IMC  campaign. 

Sialemenl  of  P~~rrl<  rjiv^mns 

Since  VNRs  are  aired  during  newscasts,  these  hybrid  messages  can  be 
successful  tools  in  eflecliveiy  reaching  advertisers'  target  audiences  However,  VNRs 
arc  not  guaranteed  placement  during  the  newscast  and  not  all  VNRs  that  are  produced 
areaired.  Thus,  the  researcher  wanted  lo  deletmine{l)wdiat  arelhe  subject  matter 
and  common  elements  of  successful  VNRa,  those  whicb  pass  through  television 

content  of  VNRs  distributed  March  4 to  March  28, 1996,  b^Medialink  which  were 


I during  local  i 


tions.  The 


researcher  analv2ed  Iheconleni  of  group  of  76  VNRs  distributed  by  Medialiiik,  1993 
to  1996.  Nneteen  of  the  VNRs  were  listed  on  MedUlink's  ammal  Top  Ten  Lisis.  Is 
addition,  the  data  from  Medialink’s  Top  Ten  Lists  for  1988  to  1995  were  reviewed. 

whal  VNR  subject  matter  and  common  news  elements  have  tbe  best  opportunity  to  be 
used  news  departinents'.'  To  detennioe  this,  tbe  researcher  interviewed  those 
involved  in  tbe  production  and  distribution  of  VNRs. 

As  research  about  VNRs  from  this  perspective  could  not  be  found  in  the 

VNRs  and  relevant  policy  issues.  Chapter  2 provides  a summary  ofthe  VNR  and 
gatekeeping  literattire.  Chapter  3 is  a description  ofthe  methodologies  used  to  obtain 
the  data  for  answering  tbe  reseaioh  questions.  Chapter  4 provides  the  research  data 
and  subsequent  analyris.  Chapter  5 presems  the  researcher's  conclusions  and 
suggested  topics  for  foture  research. 


Video  News  Releases:  Background  and  Issues 
Where  do  VNRs  fit  within  tbe  larger  mosaic  of  promotioml  messages  aimed  at 
consumers  in  an  TMC  campaign?  In  a broad  sense,  advertisers  en^ky,  to  varying 
degrees,  two  forms  of  non-personal  communication:  advertising  and  publicily. 
“Adventsing"  describes  communicalions  that  are  controlled  by,  identic,  and  are  paid 


for  by  ^ 


a sponsor  Commercial  time  or  space  is  reserved  and  paid  for  by  the  adverttser. 
■TuMicity"  describes  communicaiiDiis  that  are  not  paid  for  and  may  or  may  not  ideniily 
a sponsor.  Tbe  advertiser  does  not  pay  for  lime  or  space,  mstead  the  message  passes 
through  “gates"  al  the  discretioi!  oftbc  newsorgaitizalion.'’ 

Video  news  reieases  may  be  con»dered  pubiicity  vehicles,  sinee  advertisers  do 
noldiactly  control  how  or  whether  VNRs  are  used  by  news  organizations.  When 
used.  VNRs  are  often  not  identified  as  having  been  produced  for  an  advertiser.  Given 
the  hi^  degree  to  which  VNRs  are  used  unedited  and  not  identified  by  many  news 
organizations.  VNRs.  likewise,  contain  some  advertising  element.  Advenisera  are.  in  a 

been  classified  ashybrid  messages."  Hybrid  messages  can  be  particularly 
advantageous  for  advenisers.  The  advertiser  maintains  some  measure  of  control  over 
the  message  wbDe,  al  the  same  time,  news  audiences  find  these  messages  more 
orediblelhan30-or60-secondcommercials.'*  Advertisers’ preferences  for 


"Balasubramanian,  1991  (p.  2). 


: highest  when  the  i 


tively  packaged  os  masked 


news'^-'iiol  identiBed  editorial  coolenl  hi  a newscast. 

Because  VNRs  benefit  from  the  credibility  viewers  give  to  the  surrounding 
ednorial  content.  VNRs  are  more  eSeclive  than  tndhionai  televison  commercials. 
More  credible  sources  tend  to  inhibit  couoterargumeinalion  and  this  enhance 
persuasion.’^  Tbe  credibility  that  viewers  find  in  infcmtation  within  newscasts, 
conqnred  to  commerciais,  may  be  rransihrTed  to  the  brand  or  congraoy  fealuied  in  the 

response  eiements  as  a function  of  their  proxztitrty  in  lime  or^ace.”'^  This  view 
represents  a point  of  departure  from  some  infbrmBiion*processtng  theories  of 
advertising  response  in  that  it  assumes  no  conscious  or  rational  operations  on  the  part 
of  the  viewer. 

When  VNRs  are  presented,  but  not  hienlified  in  the  newscast,  viewers  ^ve 
more  credibility  to  a VNR-based  message  within  the  news  program  than  to  a shnilariy 


'^Balasubranianian,  1994  (p.  32), 

'‘Wiener,  J.  L.  & Mowen,  J.  C.  (1986).  Source  credibiUly:  On  the  independent 

Research  rVoL  13Uim.  306-3101.  Provo,  UT:  Asaociohm  for  Consumer 
Research.  SiemUinnl.  B..  PhiUips.  L.  W..  & Dhoiakk.  R.  (1978).  The 
persuasive  efiect  of  source  credfiolfty:  A shuationBi  analysis.  PubKe  Onmion 
Quanerhr.4Z285,3U, 

'^Tborson,E.  (1990).  Consumer  processing  of  advertising.  In  J.  H.  Leigh  and  C.  H. 
Martin  (Eds.).  Curreffl  Issues  and  Research  in  Advertising  (Vol.  12)  (pp.  197- 
230).  Ann  Arbor,  MI:U.  ofMichigao  Omduale  School  of  Business 
AdnhnistratiorL 


^ individual,  iha  credibilit)'  assigned  to 


oewscasusignificaml)’afintslhertcallorVNK5.  One  siud)^  found  tlial  an  unlabeled 
VNK  presented  in  a news  format  is  sucoessflil  because  the  VNR  increased  the 
raemorabUity  of  the  featured  product.”  The  effiKt  of  VNR  exposure,  however,  is 
lately  due  to  the  credibility  assigned  by  the  individual  to  telesdsioo  news. 

Vkleo  news  releases  are  used  to  pronartc  and  support  adverti»ng  campaigns' 
and  may  represent  the  future  of  IMC  in  a video  age.  Tor  image-hungry  broadcast 
news,  the  convenience  of  ready-to-use  footage  . . . Iead[s]  to  tocreased  exposure  for 
. . eliems."”  Not  only  do  VNRs  provide  news  o^anizations  n convenient  source  of 
needed  video,  bur  they  also  offer  advertisers  a means  to  get  on  the  newscast  at  a cost 
&r  less  than  that  of  comparable  advertising  time.  The  range  of  production  costs  for 
most  VNRs  is  approximatety  $15,000  to  $25,000  while  distribution  costs  average 
$6,500.^  These  prices  have  remained  &iriy  constant  over  the  past  two  years. 


”Kat2man.  J.  B.  (1095.  May).  Interactive  video  gets  bigger  play.  Public  Relations 
JournaL  p.  6.  AvadaUe  in  LEXIS.  Nexis  Litnary. 


‘'Boucher,  G.  (1993.  Juneb).  Newport  PR  firm  lakes  visibility  to  new  heights; 

publicity:  Petri  Pharris  Productions  uses  video  news  releases  to  get  clients  TV 
coverage.  Tuts  Anoeles  Tings.  Oranne  County  EdrtioTL  p.  Dl. 


BoucberDl.  On, 

, p.  22.  Available  in 


“Owen.  A (1995,  June).  [Inie 
D.  (1994.  March  22).  1 
LEXIS.  Nexis  Library. 


However,  in  JuJj  1995,  overall  VNR  costs  rose  beiwceo 
saiellite  lime  became  a premiiiffl.^*  Tbecurrenl  sbonage  of  saiellhe  lime  was  dueio 
extensive  coverage  of  tbe  OJ.  Sm^son  DiaL  ihe  formation  ofnew  networks,  and  tbe 
miremeni  of  old  saiellAes.  Witb  tbe  scheduled  kimching  ofnew  satellites  in  1996, 
this  triage  of  time  may  be  alleviated.  Coc^orable  advertising  eduction  and  media 
placement  costs  axe  agnifioanlly  higher.  In  1995.  ihecosi  ofasingleJO-secood 
commercial  on  prime-time  oelwork  ielevision  averaged  S97,200.^ 

While  VNRs  have  traditionally  been  sent  to  television  news  organiaaiions.  the 

ways  10  conduct  electronic  IMC.’’  In  September  1995,  D.  S.  Simon  ProdncUons.  a 
video  produclioniuplink  6im  aired  a VNR  on  their  software  cBeni's  web  rite.  The 
Symantec  VNR  used  flill-molion  digitized  video  with  audio  voice-over  and  was 
promoted  on  relevant  Internet  news  groups  as  well  as  to  the  media.  On-line  VNRs 


atahemalives.  (I995,junel9).  PR  New^H25'"*tvailable  in  LEXIS. 
Nexis  Library. 

’*RubeLC.  (1995,  March).  Some  cute  super  spolsttow  just  amemory.  Marketing 
News,  n.  15. 

”PRNews.  June  1995. 

’•Simon  does  VNR  on  Iniemel.  (1995,  October  23).  PRNews.  51(*2).  Avaflable  in 


Rm  in  VNR.< 


Tbe  rate  of  VNR  usage  by  news  organisalkms  has  remained  high.  In  a 1994 
survey,  every  lelevisroo  siaiinu  responded  that  they  were  using  VHRs  in  tbeii 
newscasta.”  In  a shnilai  survey  in  1992.  lOOperceol  oflbe  television  stations 
responding  also  reported  using  VNRa  There  figurescongitire  to  usage  rales  of8d 
percent  in  1990  and  83  percent  in  1988.  reported  in  similar  surveys.^' 

The  VNRs  may  be  aired  in  their  entirety  or  edited.  According  to  a 1992 
survey  and  a Medialink  representative,  most  stations  will  edit  VNRs.  In  the  survey  85 
percent  of  news  organizations  reported  editing  VNRs  prior  to  airing.^  Medialinlr's 
average  reported  usage  ofVNRs  by  news  organizations  is  about  30  to  40  seconds  or 
appro.xintately  one.third  of  the  VNR’^ 

number  of  VNRs  produced  annually.  In  the  nad-1980a  aK>roximalely  500  video  news 


releases  were  produced  annually,  whereas  in  1993  over  4,300  VNRs  were  produced.” 
The  number  of  VNRs  produced  annually  is  expected  to  continue  to  increase.^’ 

The  increase  in  the  mimber  of  VNRs  produced  and  aired  is  attributed  to  several 

media  competltioa.”  and  the  availability  of  broadcast  technology.”  Patterns  of  VNR 
use  can  also  be  attributed  to  market  and  station  size.  Video  news  releases  are  *lDore 
likely  to  show  up  on  stations  In  smaller  markets  than  in  larger  onea."^'  Smaller'inarker 
television  stations  have  been  uty  acted  by  coat  pressures,  and  **video  news  releases 
have  provided  vmaH  siaiioos  with  a welcomed  solution  lo  their  staffing  and  bnancial 
problems."”  By  incocporaling  VNRs  into  their  new  scasts,  they  can  congieie  more 
eSecIivety  with  stations  that  have  larger  stalls  and  budgets.  As  one  VNR  producer 
stated,  “It’s  not  always  physically  or  fiscally  possible  for  a station  to  send  a cameta  to 
an  event,  but  we  can  send  them  footage  via  satellite  or  on  tnpe,  and  it's  like  they  were 


''Boucher  Dl. 

"OwetuA.  (l993,Juoel.  [Interview with Medialink represeniaiivej. 

"TrudeLM-R.  (1992).  PR  prolea^nals  and  TV  producers: 'Tbe  new  alliance  for 
good  leleviwa  Public  Relations  Ouanetiv.  22>  22-23. 

”How  to  successfully  produce,  distribute  VNRs.  (1995,  April  24).  PR  News.  51(171. 
Available  in  LE3QS,  Nexis  Library. 

"Milln.C.  (1990,  November  12).  VNRs  are  still  bot.  but  they  are  drawing  fire. 
Marketinn  News.  6-7. 


‘Carelesa.J.  (1988, February  15).  (Jueslionable i 


Ihere.'^’  This  symbiolic  leliiioQ^  beiween  news  CPTganBiiiioss  and  VNR  producers 
can  provide  relierfbtslaiions.  A mrnibei  of  stations  have  even  built  video  litraries 
saving  VNRs  and  many  have  reported  using  VNRs  as  file  footage.” 

However,  VNRs  do  not  receive  a wartn  welcome  in  all  oewsrooms.  "Some 

use"”  of  VNRs.  Several  news  executives  reportedly  have  rafused  to  use  VNRs. 
apparently  believing  their  organiaation's  credibility  may  be  eroded."  Neverthelesa. 

it,  because  of  all  the  becklash.  but  televunon  stations  do  air  VNRs  in  one  form  or 


VNR  Idenlificalion 

Video  news  releases  represent  a mix  of  topics  and  should  appear  and  sound 
like  news  packages.  "Ainiiiifnuin  ofiwo  to  2.5  million  inquessions  should  be 


"Boucher  Dl- 

’•O-DviTer.J.  (1991, Apr®.  VNR  improvements  boosts  usage.  Q-Dwyer's  PR 


"Gemz,  K.  (1992,  April  I).  The  VNR  controversy.  fTN.  1 1.  Boucher  Dl. 
‘'Mnierfi. 


genereied  for  a VNR  to  bo  [considered]  successtul.*^’  At  Medialink  three  millinn 
viewers  with  42  station  airings  is  the  median."  To  deietmiiie  when  and  where  a VNR 
aired,  source  material  producers  use  electronic  tracking  systems.  In  I ^1  Nielsen 
Media  Research  introduced  Sigma,  the  first  electronic  monitoring  system  for  VNRs, 
which  eocodes  video  with  pulses  of  invisible  light.  While  Sigma  has  the  ability  to  track 
212  markets,  the  code  may  be  stripped  during  editing  at  television  newsrooms. 

*^igma  also  can't  delect  a hit  if  the  video  is  ‘squeezed’  into  a still  fiame,  oorcan  it 
record  a ‘read-only'  story."*'  So  source  material  producers  supplement  the  electronic 
tracking  ofVNRs  with  phone  calls,  reply' oards,  video  monhoring  services,  and 


Uhimately,  the  VNR  must  look  as  if  the  news  organization  produced  the 
package*^  so  that  viewers  wOl  not  be  able  to  distinguish  between  siation*produced 
stories  and  VNRs.  Subsequently,  one  issue  being  currently  debated  is  that  of  VNR 
identificatioti.  Some  argue  that  trews  programs  need  trot  identify  the  source  of  news 
footage  since,  as  with  printed  press  releases,  news  organizations  have  the  option  of 
editing  or  rejecting  VNR  maierral.  Others,  though,  argue  that  news  dheclors  should 
inform  viewers  whenever  they  broadcast  a VNR.  Otherwise,  according  to  one  news 

”PR  News.  April  1995. 

*^OwenA,  <1995.  June),  [futerview  with  Medialink  repiesencative], 

“SbeHA.  (December,  19931.  VNRs;  Who's  watching?  How  do  you  know?  Public 
Relations  Journal  p.  14.  Available  in  LEXIS,  Nerds  Uhary, 

"PRNewa.  April  1995. 
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executive,  “If  you  pul  it  on  the  air  and  preleod  it  is  your  own  product,  you  are  leaving 
yourselfv,ideopen.  And  ifyou  loseyourcredibilhy.  it  will  have  a direct  iinpaci  on 

Tlie  debate  over  VNR  identifies!  ion  has  been  particularly  acute  in  the  ease  of 
polilical-sulteci  VNRs.  Political-subject  VNRs  have  been  aired  on  newscasts  without 
any  type  ofsource  idemificatioo.”  According  to  one  oews  director,  VNRs  are  good 
for  political  candidates  because  of  the  exposure  which  they  can  get  on  the  news,  “but 

disagreed: 

Every  once  in  a :^iiie  there's  a story  expressing  outrage  about 
newspeople  using  footage  that  viewers  think  was  produced  by  a news 
station,  when  actually  it  was  sponsored  by  a corporation  [or  political 
candidate].  But  K's  no  difiereni  from  a printed  press  relera.  They 
have  the  option  of  accepting  or  rejecting,  edhing  or  changing  il.*^ 

According  to  a 1992  Nielsen  survey,  over  half  the  television  stations  airing  VNRs  do 
not  idenitly  the  source  of  the  video  as  being  any  other  than  the  station  itself.  Research 


*^Careless  53. 


"Trudel  22-3. 


‘Trudel  22-3. 


into  VNR  idemificaiion  found  t 


; diffoiences  in  audienco ) 


type  oflabeling  aieibod  used  and  the  viewer’s  rciiance  on  television  fot  oews.^ 

Thus.  VNRs  sol  ideuiSed  during  the  newscast  lend  the  sponsoring 
orgaitizatioo  or  advertiser  third'persoii  crediUlity  because  the  video  packages  have 
seemingly  been  approved  by  the  news  mrdin  Ullimaiely.  the  eiqxisure  can  eCfociively 
augment  IMC  campaigns  tccause  VNRs  gamer  ihird'person  ereditniiiy  from  news  and 
have  more  credibility  than  tradittonal  advertising/'  Advertisers  receive  credibility 
front  the  editorial  environineni.  something  they  may  have  a difficult  time 

Video  news  releases  raise  fondaovntal  public*policy  questions  because  VNRs 
are  virtually  indistinguishable  from  regular  news  stories  and,  as  such,  their  commercial 
intent  is  hidden.  Specif  cally.  controversy  has  surrounded  the  use  of  political'subiect 
and  pharmaceutical  VNRs  not  identified  in  newscasts.  Other  regulatoiy  questions 

tnaterial  producers  for  advertisers  who  pay  for  the  cost  of  production  and  distribution. 


iss  CommunicaiiOD,  Atlanta. 


Art  VNRj  Bom  Fide  Nfws  Semieiiu? 

The  first  question  which  needs  to  be  raised  is.  “Are  VbiTls  bona  fide  news 
packages,  or  advertiseinents  with  their  comDerciei  intent  hidden?"  While  the  speed 
and  sophistication  ofcommunicaiions  lechralogies  increase  and  the  newsboie  grows, 
news  deparunem  budgets  are  cut;  staff  is  reduced;  and  competition  from  other 
siatioiis,  networks,  cable,  and  pay*per‘view  programming  becomes  more  fierce. 

deliver  high  ratings.  Tbe  shuation  makes  VNRs  pankuiarly  appeaiing  and  news 
directors  may  develop  a depertderKy  on  msteriBl  provided  by  source  material 

News  directors  have  n particuiar  reliance  on  VNRs  supplied  by  political 
candidaies.*^  One  news  director  said  ihat  VNRs  “are  tbe  way  most  people  find  out 
about  the  candidBiss."’*  while  another  director  said  thni  for  tbe  primaries  "VNRs  w ere 
the  only  way  a candidate  could  gel  exposure."*'  Political  candidate  VNRs  are 
produced  by  third-parties  and  report  news  of  current  events.  The  mformaiion  is 


”Waltets.R.  <1995, February  27).  Video  news  releases  slake  TV’sthirS  forstctries. 


Library. 


'Pavlik  and  Thalhimnr  56-46. 


'Pavlik  and  Thalhimer  56-46. 


vinuail)'  iodisiiiigiiishabk  from  suibn-pioducsd  pews  se 
are  produced  ro  promote  particular  candidacies  and  are  used  in  IMC  campaigns.  At 
the  1992  Republican  Pre^ectia]  CoDvention,  stafiers  assembled  daily  VNRs  designed 
to  promote  GOP  candidates. 

These  VNRs . . . constsl[ed]  of  90  seconds  worth  of  highlights  of  the 
day's  convention  footage  whhcofflmeoiary  provided  by  the  GOP.  A 
separate  version  of  the  VNR  w[as]  available  with  natural  sound,  so  that 
the  local  stations  c[ould)  provide  their  own  commentary  (with  help 
6otn  handy  GOP  press  releases,  of  course).’* 

The  exposure  the  candidaies  receive  and  the  credibiHly  the  news  lends 
augments  their  IMC  campaigns.  In  Oliver  ProduciioM.  Inc. the  Federal 
Contnninicatioiis  Commission  (FCC)  said  (hat  a news  program  qualifies  for  the  bona 
fide  newscast  exempiioo  'Tsased  solely  on  whether  the  program  reporu  news  of 
ctirrem  events  in  a manner  Hmilir  to  traditional  newscasts."**  However,  ifihird-party 
produced  news  segments  and  newscasts  are  used  only  to  promote  particular 
caodidaies,  they  will  not  quali^'  as  bona  fide  newscasts.”  The  deciwn  to  promote 
candidacies  rest  with  the  broadcaster  rather  than  the  candidate. 

“Wimmkar,  C.  (1992,  August  IT).  Live,  via  satellite  fiom  Houston.  It’s  the 
Republican  Housa  members,  btotighl  to  you  ty. . .the  GOP.  Ron  rail- 

"OBvar  Productions.  Inc..  6fi  Rad.  Reg.  (Pi  F):  1341,4  F.C.C.  Red-  (1989):  5953, 
appeal  disnissad  sub  nom. 

“Equal  Oppommities,  Report  No.  45-25  (6/22/92)  Rad.  Reg.  (P  i F).  53:1941, 70 
Rad.  Reg.  (P  &F)(I99I):  239. 

’*70  Rad.  Reg.  (P  4 F)  ^29: 250. 


According  to  a 1992  study,  over  half  of  the  slalioos  surveyed  had  some  type  of 
policy  about  the  use  of  polAicaJ  candidate  VNRs;  however,  the  policies  were  mostly 
Informal.  Only  about  one'third  oflhose  surveyed  had  a policy  prohibiting  the  use  of 
candidate  VNRs.  If  a starioo  aired  VNRs  to  promote  a particular  candidacy,  then  It 
must  comply  with  the  equal  op^rtunity  requirement.** 


Section31S 

Tbe  equal  opportunity  rule.  Secino3l5  of  the  1 934  Conmunicaiions  Act. 
directs  broadcasters  to  show  the  same  consideralioiu  to  all  legally  qualided  polhical 
candidates  If  broadcasters  allow  one  caitdidnic  to  use  their  bcilitica.  they  must  give 
all  cartdidates  for  the  same  office  equal  oppiorTuiiiTies  to  use  the  station.  Broadcasters 
sre  rtoi  allowed  to  censor  candidates'  materials  and  they  ate  oot  obligeted  by  Section 
313  to  allow  any  candidate  to  use  their  station.*' 

'The  FCC.  prior  to  1939.  had  biierpreted  the  equal  opportunity  rule*'  to 
exclude  as  a use  of  tbe  broadcast  bcility  an  appearance  of  a political  candidate  on  a 


•"70  Rad.  Reg.  (P  A F)  129. 230. 

*'47  U.S.C.  §313.  However  Section  312  does  require  Ihai  time  be  made  available  to 
candidates  for  federal  office. 

‘'47US.C.  §315. 

“See,  e.g..  Alleo  H.  Bondy,  40  F.C.C.:  284. 14  Rad.  Reg.  (P  & 10  (1957):  1 199. 


Hovnver.  the  FCC  would  change  its  imetptelalioD.  In  Lar  Dalv.**  the  CommksioD 
ruled  that  candidate  appearaoces  in  news  stories  would  trigger  Section  31 S 
obligations.  The  FCC's  new  imerpretalion  created  such  an  uproar  among  politicians 
that  during  the  same  year  Congress  amended  Seclion  315  of  the  Coirununicaiions  Act 
by  adding  lour  eaentpiions  to  the  equal  liica  requirements.  Congress  said  that 
broadcasters  did  not  have  to  meet  the  equal  opporrunhies  requirements  of  Section  315 
when  a candidate's  appearance  occurred  during  a 

(1)  bona  fide  newscast. 

(2)  bona  fide  news  interview. 

(3)  bona  fide  news  documentary  (if  the  qrpearance  oftbe  candidate  is 
incidenlal  or  incidental  to  the  presentation  oftbe  sul^i), 

(4)  omlbe-spot  coverage  of  bona  fide  news  eveius  (including  but  iwt 
lioihed  to  political  conventions  and  other  such  activities).^' 

The  interprelniion  of  these  exeir^tions  by  the  FCC  has  changed  ^nce  1959.  As 
described  in  the  folbwing  decisioDS,  the  Commission  has  consistently  denied  an 
ettenqnion  to  sclf-iniliaied  appearances  by  political  candidates  on  newscasts  wtere  the 
candidate  controls  the  information. 


“Cohrmln  Broadcasting  System  (Lar  Daly).  18  Rad.  Reg.  (F&F):  238  recon. 
Denied.  26  F.C.C,;715. 

“47U.S.C.  §3l5(l)-(4). 


Id  1962.  Ux  Hooorable  Clark  W.  Tbon^«OD*°  wrote  the  FCC  to  inquire  if  his 
pre*prodiiced  news  packages  would  trigger  the  equal  opportunity  rule.  The  fDur> 
mniuie  ptt:kages  consisted  ofThon^tsoo's  comments  about  issues  in  South  Texas  and 
were  regularly  broadcast  during  the  news  on  KHOU*TV.  Houston. 

The  FCC  told  Tboitqison  that  his  pre-produced  news  packages  would  trigger 
equal  lime  obligations The  Commission  said  that  although  Tboii^son's  packages 
were  aired  during  a bona  6de  newscast,  because  Thompson  controlled  content  of  the 
packages,  they  did  not  qualify  lor  an  exen^tioru  IfKHOC'TV  continued  to  air  the 
packages,  other  legally  qualified  candidates  for  the  same  office  would  have  to  be  given 
similar  opportunities  to  use  the  station. 


in  WCKT-TV.  Miaini.  Florida 


Commission  reiterated  its  decbion  in  Thompson  that  caodidate-coiuroUed, 
preprodueed  news  packages  would  trigger  the  equal  opportunity  rule  while  broadcast 
joumalistproducedpackages  would  not.  In  1976.  tbeCitizens  for  Reagan  wrote  the 
FCC  cotiqilaining  about  WCKT-TV's  rejection  ofPmidemlaJ  candidate's  Ronald 


JJ.40F-C.C.(I962):  328. 


"47  U.S.C.  5315. 


Reagan's  request  for  equaJ  lime.  The  Miami,  Florida,  statnn  was  broadcasting  a 
series  of  siX'mimiie  segments  edited  &om  a 30*111011110  interview  with  President  Ceraid 
Ford  during  hs  regularly  s^ieduled  evening  newscast.  The  station  bad  edhorial 
control  over  tbe  interview  which  it  had  Ebocd  b Washington.  D.C. 

The  Cllizens  for  Reagan  cited  Thompson,  contending  that  the  interview 
segments  were  not  exetr^  from  Section  315  just  because  they  were  placed  withb  a 

that  the  six-mmute  Ford  bterview  segments  were  exempt  because  the  station  had 
edhoriai  control  and  the  segments  were  nor  produced  under  tbe  control  of  the 
candidate.  Tbe  segments  were  similar  to  other  news  segments  and  were  broadcast 
during  a regularly  scheduled  newscast^ 


Oliver  Productions.  Inc. 

In  Oliver  Produciioiis.  Inc.,"  the  FCC  agab  determined  that  the  term  "bona 
fide"  b Section  315  meant  that  the  rtews  segments  be  of  genuine  news  value  and  not 
be  designed  10  promote  any  particular  candidacy.  In  1989.  the  Tdecommunicatbns 
Research  and  Action  Ceiuer  (TRAC)  appealed  the  Mass  Medb  Bureau’s  1988  bolding 
news  segments  of"TbeMcLaughlm  Group"  were  tena  fide 


66  Rad.  Reg.  (P  A F):  1341, 4 FCC  Red  <1989):  5953. 


: tbe  videotaped  i 


1 from  the  squaloppoiliinitynile.’'  TRACsrguedi 


the  Bureau  had  misiuUrpreted  and  misapplied  Sectkm  315.^^ 

The  Cnmmissiou  reviewed  the  language  of  the  statute  and  its  legislative 
history  and 'held  that  the  term 'bona  fide' in  the  amended  Section  31  S<a)  was  miended 
to  emphasize  Congress'  inieni  that  the  programs  be  of  genuine  news  value  and  not  be 
desigrted  to  serve  the  political  advantage  of  any  particular  candidacy."’^ 

In  creating  a tcoad  exert^ition  to  the  equal  time  provision  n order  lo 
fiacilitaie  broadcasi  coverage  of  political  news,  Congress  knowingly 
&ced  risks  of  political  favoritism  by  broadcasters,  and  opted  in  &vor  of 
loader  coverage  and  increased  broadcaster  drscretion,’^ 

The  Commission  disagreed  with  THAC's  eonicmion  that  “The  McLaughlin  Group" 

format.  The  FCC  said  that  McLaughlin  reported  on  tiationtd  and  world  news  using 
iradnional  newscast  methods.  The  news'discussioo  segments  contained  videotaped 
□ews  packages  supplied  by  PBS.  CNN,  and  the  commercial  broadcasi  networks.  Most 
of  the  packages  had  already  aired  on  their  respective  networks. 

The  FCC  rejected  TRAC's  cotuetuion  that  in  order  (be  segments  of  n news 


5953,  appeal  dismissed 
’•Chisholm  V.  FCC.  36  Rad.  Reg.  (P  ft  F); 


Reg.  (Pft  F)  17;  134M,  4 FCC  Red  (1989): 
F2d;  349,  366. 


SWtoi;  WCKT-TV  did  not  apply.  Tbe  six-minole  inlerview  segraenis  with  President 
Gerald  Ford  broadcesi  during  the  WCKT-TV’s  regularly  scheduled  newscast  were 
exempt  not  only  because  the  licensee  controlled  them  but  because  they  were  similar  to 
other  news  segniems.”  Tbe  Commission  elaborated  that  the  bona  fide  newscast 
exeiT^ion  "include[sj  those  [news  segments]  which  repon  about  some  area  or  cutretit 
evenu.  and  uiOize  methods  of  news  gathering  and  reporting  similar  to  more  traditional 


lS9d  Notice  of  Proposed  Rulemakina 

Id  a IWl  Notice  of  Proposed  Rulemaking  (NPRM),”  the  FCC  again 
addressed  the  issue  of  bow  much  control  the  licensee  should  have  in  order  Ibr  news 
segments  and  newscasts  to  be  exempt  from  Section  315,  and  what  criteria  established 
the  control.’*  Congress  gave  Ihc  FCC  the  Oexibility  to  apply  Section  3 IS  exemptions 
to  particular  program  formats  rather  than  defining  specific  characteristics  of  a bona 
fide  newscast.”  Tbe  FCC  is  charged  with  balancing  Congress's  desire  to  prevent 


56  Rad.  Reg.  (P  & F):  1341, 4 FCC  Red  (1989):  5953, 


"6F.C.C.  Red.  (1991):  5707. 
”70  Rad.  Reg.  (P  4 F)  ^26:  249. 
”70 Rad.  Reg.  (P*F)11;  1331. 


&voriiisoi  orpaniculBT  csndidiUn  while,  ol  Ihe  same  lime,  increasing  the  polhical 
inlonnalion  available  ihrou^  oewsprograniming." 

The  FCC  niled  Ihal  news  pmgrems  qualily  as  bona  6de  solely  on  Ihe  basis  of 
whether  they  'Tepon  news  of  some  area  of  current  events  in  a manner  similar  to  more 
traditional  newscasts."*'  However,  "third-party  produced  newscasts  featuring 
candidates  not  for  their  newsworthiness,  but  to  promote  a panktiilar  candidacy"*' 
would  not  quali^'  for  the  bona  6de  newscast  etteir^iioo.  If  stations  air  third-party 
news  segments  to  promote  a particular  candidate,  then  tlwy  must  con^Iy  with  Section 
SIS.  While  the  FCC  has  taken  no  direct  steps  to  regulate  VNKs,  other  govemmeiuiii 
regulaloiy  ageocies,  such  as  the  Food  end  Drug  Administration,  have  tried  to  take 
some  preliminary  action. 


Food  and  Dtua  Administraiion~s  Concerns  About  VNRs 

The  in^nance  ofphannaceiitica]  VNRs  as  IMC  campaign  tools  resuhed  fiom 
federal  restrictions  on  television  advertising  of  prescription  drugs  However, 
cotrqnnies  have  been  less  constrained  in  ibeir  use  of  other  IMC  techniques  such  as 
VNRs  because  the  FDA  has  not  established  any  formal  guidelines  for  the  use  of  these 


*'70Rad.Reg.(P&F)T26:l331- 

*'TRAC  V.  FCC.  68  Rad.  Ren.  )T»  &F1:  500, 917  F2d  (D.C.  Cir.  1990):  585. 


I Rad.  Reg.(P&F)^9: 250. 
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media  loots.”  Video  news  releases  are  a Ibrmal  through  which  pharmaceutical 

As  a result  of  ibeir  increasing  use,  the  Food  and  Drug  Admmistralion  (FDA) 
cried  to  develop  a comprehensive  policy  on  VNRs  and  other  maieriab  that  d^uss  the 
use  of  prescription  drug  products.”  Under  the  proposed  giudelincs,  which  were  later 
withdrawn,  pharmaceuticaJ  companies  which  falsihed  infbnnalion  about  prescription 
drugs  would  have  been  prosecuted  and  would  have  had  to  correct  any  misinfoimaiion. 
Additional  penalties  could  have  also  been  imposed.  The  guidelines  came  as  a result  of 
VNRs  being  aired  that 

(1)  promoted  prescription  drug  products  not  approved  by  the  FDA. 

(2)  touted  products  approved  by  the  FDA  for  one  use  but  promoted  for 

(3)  implied  product  superiority  wheu  there  was  none,  or 

(4)  criticized  coir^ing  products. 

In  1991  the  FDA  sent  a letter  to  pharmaceutical  comparties  slating  that  VNRs 
along  whh  enclosed  scripts,  press  releases,  and  package  inserts  "must  be  submitted  to 
tbe  agency  lor  review. . .at  thetiroe  ofiiiitial  use  or  dissemmation.’^  According  to 
the  Director  of  the  FDA’s  Division  of  Drug  Advertising  and  Labeling,  “There  is  no 

■’BosOcD.  (1991,  April).  TV  stations  desire  beahh,  medical  VNRs  the  most, 
Servian.  12. 

‘'Gordon.  J.  A.  (1991.  October).  FDA  to  scrutinize  pharmaceutical  VNRs.  Public 
Bslatinrw  42(190),  6. 


doubl  that  ihcs 


: bigbl;  promotional  and  need  to  be  dealt  with 


as  most  other  promotional  maierials  ate."“  The  FDA  was  coiaxmed  about  the  lack  of 
verbal  or  oii'scieea  ideolificatioo  of  pharmaceutical  VNRs-  ‘Virtually  none  of  them 
state  that  they  came  from  the  drug  con?iany  but  rather  ingtly  a third  party."  ” Video 
pews  releases  "that  use  on-screen  testimony  from  doctors  rarely  identify  them  as  being 
hired  by  the  drug  suppliers  to  test  their  products."^ 

Such  concents  led  to  the  FDA’s  letter  and  plans  to  develop  guidelines  for 
medical  VNRs  and  other  material  promoting  pharmaceuticals.'’  The  FDA  tras 
worried  that  some  VNRs  bad  a hidden  agenda,  secret  backing,  or  would  prescol  a 
conflicl  of  inietesl.''  The  FDA's  concents  were  heightened  by  an  increase  in  the  use 
of  pharmaceutical  VNRs  by  news  etteculives.  According  to  a 1 992  survey,  almost  half 
of  the  news  directors  responding  said  that  they  most  often  used  medical'health  VNRs 
inthenewscaslandone-fbunbusedanvimiunenialoracieiiiiircVNRs.*'  Thiswasup 


"FDA  prtsereeniogofVNRs  decried  as  censordtip.  (1991,  August  26). 
Bruadcastinn.  121(9),  73. 

"Bosik  12. 

“Besik  12. 

“Bosikl2. 

“Gordon  6. 

’'O'Dwyer,  J.  (1992,  April).  Recycle’ video  material  to  bolster  exposure  for  client. 
PR  Sert^.  p.  28. 


slightly  ftoDi  a 1991  study  in  which  41  percent  of  the  uewsexeculives  surveyed 
reported  using  medical/bealth  VNRs.^ 

However,  everyone  did  not  agree  with  the  FDA's  actkiiis.  In  1991  the 
president  of  the  Radio  and  Television  News  Directors  Association  expressed 
suspicions  about  the  FDA’s  artetr^  to  develop  guidelmes  for  VNRs.  He  said  that 
“it's  one  thing  for  news  directors  to  control  thenv  but  it’s  not  good  for  the 

As  a result  of  the  FDA'a  proposed  guidelines  and  the  1990  hearings  of  the 
Congressioiial  Comminee  on  Labor  and  Human  Resources,  in  which  the  submissioii  of 
VNRs  to  the  FDA  prior  to  release  was  discussed.*'  tbe  Phaimaceutical  Manufoctuiers 
Association  plarvied  to  eslaNish  guidelines  for  ^foannaceutical  VNRs.  However,  the 
AssociatioD  contends  that  rto  guidelines  can  repbee  news  executives'  edhoriiti 
judgment  in  weighing  each  VNR's  potential  benefits  or  harms  to  the  viewing  audience. 

VNRs  because  the  source  of  the  mfoimation  is  often  lefi  to  speculatioii. 


“Hearing  before  the  Comminee  on  Labor  and  Human  Resources.  Umted  States 
Senate,  IDI  Copgress,  second  session.  (1990.  December  II  & 12). 
ExamminB  maciices  of  U.S.  nhamaceuiical  cnn~n"t>«  «"d  how  diua  nrices 
and  cresectinlions  are  affected  tS.  Hra.  101-1217).  Weshiogtoit.  DC:  U.S. 
Govemmeiu  Printing  OSce. 


Industry  WR  Guidzline-i 


Fear  about  government  regulation  ofVNIls  has  led  to  voluntary  industry  self- 
regulation.  The  Ihiblic  Relations  Society  of  America  (PRSA)  established  a Code  of 
Good  Practice  for  source  material  producers. 

(OTbeotgeclive  of  a VNR  is  to  present  Information,  pictures  and 
sotnid  that  TV  journalists  can  use  and  rely  on  for  quality,  accuracy 

(2)  Information  contained  b a VNR.  to  the  extent  possible,  must  be 
accurate  and  verifiable,  loteaiionally  folse  or  misleading 

|3)  A VNR  must  be  clearly  tdeotified  on  the  video's  opening  slate  and 
any  advisory  material  and  scripts  that  precede  or  accoiifiaay  tape 
distribution. 

(4)  The  sponsoring  coiiftany.  organisation  or  individual  must  also  be 
clearly  identified  on  Ibe  video  stale. 

(5)  The  name  and  phone  number  of  a responsible  party  must  be 
provided  on  tbe  video  for  journalists  to  coniacL 

(6)  Persons  interviewed  m the  VNR  must  be  accursiely  identified  by 
name,  thle  and  affiliation  on  ibe  video.*' 

The  Code  addressed  Ibe  issue  ofcontem  accuracy,  but  did  not  addressthal  of  verbal 
or  on-screen  source  identification.  The  Code  only  staled  that  "persous  mterviewed  b 
tbe  VNR  must  be  accurately  identified  by  name  and  affiliation  b tbe  video.''  Reasons 
for  this  inctude  that  foci  that  cbenis  would  lose  tbe  third-person  endorsen^b  a news 
story  lends.  According  to  PRSA,  Ihe  news  executive  is  responsible  for  idemifiing  tbe 
source  oflbe  video.  However,  one  public  relaibns  praclilboer  disagreed.  "Video 


"Code  ofGood  Practice  for  VNRs.  (1992,  December). 


producers  must  continue  to  clearly  idemiiy  the  sponsor  of  a VNR,"  but  "the  burden 
should  not  be  placed  in  tbeir  hands  exclusively.  It  should  be  a task  of  the  PR  firm  and 


Summary 

Chapter  I introduced  VNRs  and  discussed  the  controversy  of  using  VNRs  not 
identified  in  newscasts  to  augment  integrated  marketing  communications  campaigns. 
The  chapter  discussed  public*policy  and  regulatory  questions  specifically  afiecting 
political'Subieci  and  pharmaceutical  VNRs.  While  the  study  docs  not  research  these 
types  of  VNRs  exehisivBly,  it  was  ii^wrtant  to  look  at  any  type  of  proposed  VNR 
regulation.  If  any  regulations  were  to  be  adopted,  they  could  serve  as  a precedent  for 
other  types  ofVNRs.  As  such.  Chapter  1 reviewed  bona  fide  newscast  exerrqrtions, 
examined  the  equal  oppcrrunity  ruie  as  defined  by  Section  3 IS  of  the  1934 

ntletnaking  and  deciskrtis.  The  chapter  also  described  steps  taken  by  the  Food  aixl 
Drug  AdministratioD  to  regulate  pharmaceutical  VNRs.  Chapter  I ended  with  a 
review  of  the  vniumary  industry  guidelines  adopted  in  the  wake  of  possible  VNR 

As  more  VNRs  are  produced  and  distributed,  the  burdea  on  news  gatekeepers 
has  inCTtased.  Source  material  producers  must  include  certain  eleownts  to  ensure  that 


'O'Dwyer,  1991  (p.6). 


the  VKRs  will  pass  through  the  televi^n  ststiofis'  news  deparunem  gates  Chapter  2 
provides  a review  of  the  VKR  and  gatekeeping  Iherature  relevaol  to  this  study. 

Chapter  3 contains  a descriplioD  of  the  ntethodologies  used  to  obtain  the  data 
for  answering  the  research  questioas.  Chapter  4 provides  a summary  and  analysis  of 
the  research  data.  Chapter  5 presents  the  researcher's  conclusions  aitd  suggested 
topics  for  iurtire  research. 


CHAPTER  2 


REVIEW  OF  RELATED  RESEARCH 

Chapter  I introduced  video  news  releases  (VNRs).  reviewed  the  developmeoi 
of  this  form  of  hybrid  eommimkatioiis  message,  and  riisci«wri  regulatoiy  questions  its 
use  raises,  specifically  the  controveisy  surrouDding  the  use  of  polhjcal'Subjecl  and 
pharmaceutical  VNRs.  Chapter  2 reviews  topics  whieh,  the  blerature  suggests,  have 
lelcvance  to  the  production  and  placemeoi  of  VNRs,  the  sul^i  matter  ami  common 
elernents  of  successfiJ  VNRs,  those  which  pass  through  televi^n  station  news 
depanmeot  gates,  as  well  as  how  source  material  producers  discover  what  VNR 
subject  matter  aitd  common  news  demerits  have  the  best  opportunity  to  be  used  by 
news  departments. 


Mass  communicaiion  rtsearcbets  have  traditionally  used  gatekeeping  theory 
**io  study  the  diffinential  Oow  of  messages  especially  news,  fiom  a souice  to  the  mass 
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audience."'  "Gaiekeeping  is  the  proceaa  which  ihe  billions  of  messages  ihci  ore 
available  in  the  world  are  reduced  and  itansfomed  into  the  hundreds  of  messages  ihal 
reach  a given  person  on  a given  day"’  and  includes  processes  by  which  informalion  is 
selected  and  withheld,  transmined,  shaped,  displayed,  repeated,  and  limed.’ 
Coramunicaiion  workers,  such  as  reporters,  direciois,  producers,  and  television  news 
executives,  are  gaieke^iers  as  gatekeeping  is  an  integral  pan  of  selecting  information 
and  producing  daily  newscasts. 

All  television,  but  especially  network  TV  news,  is  highly  selective.  It 

with  literally  hours  of  video  footage  and  correspondem  reports  dewing 
in  dam  around  the  world  each  day,  the  news  producers  are  forced  to 
discard  the  vast  majority  of  the  available  maierial  in  the  editing 

Fot  producers  and  distributors  of  VNRs,  otherwise  known  as  source  maierial 
producers,  to  be  successful,  they  must  include  in  VNRs  elemems  that  news 


’CronituK.  (1993,May),  Video  news  releases  from  the  gatekeepers’ perspectives. 
In  M.  Cross*  W.  Cummins,  (Eds.1.  Proceedinas  of  the  Sixth  Conference  on 

Madison  Cangms,  Fairleigb  Dickinson  University. 


’Donohue,  G.  A..  Tichenor,  P.  J.  & OBen,  C.  N,  (1972).  Gatekeeping:  Mass  media 
systems  and  information  control.  In  F.  G.  Kline  & P.  J.  Tkhenor  (Eds.). 

Hills,  CA:  Ssge. 
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through  news  organiaaiijans'  gales. 


ibe  VNR  passing 


The  concept  of  gaiekeeping  v,as  developed  in  1943  by  social  psycbologia  Kun 
tewin.’  Gaiekeeping  explained  the  dynainic  inieqilay  between  mlerconoected  bciois 
including  Ibe  panlcipam  and  the  surrounding  environmem  as  food  moved  step  by  step 
through  channels  from  the  store  or  garden  to  the  loblc.^  Lewin  defroed  tbe  gates  as 
being  deciwn  or  actions  points  where  a gatekeeper  detennined  which  units  passed 
through  tbe  gale  and  into  a channel  During  tbe  decision*malung  process^  however, 
gaiekeepets  may  exert  their  own  preferences  or  impose  the  policies  of  others. 

Lewin  pointed  out  that  the  traveling  of  a news  Aero  through  certain 
coimnunicalioD  channels  was  dependent  on  the  feel  that  certain  areas 
within  the  channels  Itinctioiied  as  “gates."  Carrying  tbe  analogy 
ftinher,  Lewin  said  that  gale  sections  are  governed  eAher  by  impartial 
rul»  or  by  “gate  keepei^"  and  in  the  latter  case  an  individual  or  group 

Studies  of  gaiekeeping  from  a mass  communicaiioo  perspective  began  in  the 
early  1930s  wiib  researchers  placing  their  en^basis  on  the  individtial  communicator. 


■■  study  in  the  selection  oft 


Whh«  first  applied  Lewo's  concept  of  geielieepiiig  to  the  i 


da.  While 


inlerviewed  a wire  editor  to  determine  why  be  selected  or  rejected  specific  news  items; 
the  editor  only  had  used  ooe-ienih  of  the  availahle  Hems.  Fmquently.  White  was  told 
the  Hems  were  eHher  not  interesting  or  there  was  not  enough  tgace.  White  found  that 
what  was  regarded  as  interesting  and  deserving  of  space  was  more  or  less  up  to  the 
autonomous  and  highly  subjective  "Mr.  Gales."  He  selected,  processed,  and 

orperiences.  anhudes.  and  expectations"  of  what  "the  communication  of  ‘news'  really 
is."*  Replications  ofWhile's  study  yielded  similar  results.’  Researchers  have 
concluded,  as  White  did.  that  the  selection  of  wire  stories  by  *^.  Gates"  is  highly 

The  first  gate  in  the  process  of  gatekeeping  is  formed  by  the  individual  reporter 

should  pass  through  the  gate.  Research  by  White  was  later  supponed  by  Flegel  and 
Chafiee.  They  studied  reporters  at  two  competing  and  Ideologicaliy  difierenl 
newspapers  {one  conservative  and  the  other  liberai)  to  deiemiine  the  influences  of  The 
reporter's  own  optoioiis,  his  perception  of  his  edhor's  opinions,  and  his  perception  of 


■whHe  386. 

’Snider.  P.  B.  (1967),  ‘Mr.  Gales' revisited;  A 1966  versiono 
Joumaliim Ouaneriv.  44,419-27. 


of  tbel949  case  study. 


cbers  found  j 


his  readers*  opinions.'''^  The  researc 
reponers*  stalemems  "ihai  iJieir  own  opinions  guide  their  reporting  more  than . . . 
those  oftbeiredilors  [or]  readers""  and  the  enluaJ  influence  of  these  fisclors  on  their 
reporting. 

Television  reponers  have  the  added  responsibihry  of  producing  a stoiy  for  a 
visuaJ  nasdium.  If  the  needs  of  tiK  visual  CKdium  are  not  met,  stories  may  not  irake  it 
onto  the  air.  The  video  element  is  crucial  for  source  material  producers  as  the  key 
etement  in  VNRs  is  the  video.  Drew  studied  three  television  city  haD  beat  reponers  to 
idemily  some  of  the  answers  behind  their  reponoriai  decisions.  Drew  found  "the  rok 
expeciatioru  that  these  three  reponers  thought  they  had  to  fulfill  seemed  to  be  a 
powerful  force  in  their"  highiy  subjective  decision  rnaking."  "All  three  reponers 
considered  it  necessary  to  produce  visually  interesting  stories,  because  of  the  nature  of 
the  medium.''"  Abbon  and  BrassSeld  showed  that  individuBl  television  gatekeepers 
seemed  to  moke  (be  final  in^oui  decision  while  their  newspaper  counterpans  re*routed 
the  news  release  to  an  addhiocal  gatekeeper." 

'^Flegel,  R.  C.  & Chaffee,  S.  R (1971),  Influences  of  editors,  readers,  and  personal 
opinions  on  reponers.  Jmimalisni  Quanerlv.  *g.  645-51. 

"Flegel  £ ChaSee  649. 

"Drew.D.  (1972).  Roles  and  decisioD  making  of  three  television  beat  reponers. 
Journal  of  Broadcastins!.  1^2),  165-73. 

"Drew  172. 

"Abbott,  E.  A.  & Braasfield.  L T.  (1989).  Comparing  decisioas  on  releases  by  TV 
and  newspaper  galekeepers.  Joimalism  Ouanerlv.  66, 853-6. 


The  Dewsworthiness  of  i 


iVNRairiogi 


ooc  airing  during  the  newscaa.  Isdividua!  yerdsikbi  used  lo  judge  Uie 
nevnwDnhineas  of  an  event  inchide  the  gatekeeper's  own  perceptions  of  the 
mgroriaitce  of  the  infomiauin  and  bow  other  news  executives  judged  the  event. 
According  to  Judd,  reporters'  perceptions  oftheirrok  as  a reporter  and  their 
respansibiliiies  to  their  boss,  their  sources,  and  each  other  influence  the  news  stories 
which  pass  through  the  gate."  He  determined  that  reporters  were  primarily  passive 
gatekeepers  who  accepted  and  compUed  with  the  newspaper  editor’s  standards  whik 
inciuding  "something  for  everyotte"'*  in  their  reporting.  Judd  coochided  that  the  news 
staffs  inletpreution  of  objectivity  produced,  at  best,  superficiai  reporting. 

ol^tivity.  Within  a story,  reporters  give  conflicting  evidence,  present  supporting 
bets,  quote  sources,  use  quotes  to  question  the  legitimacy  of  groups  or  events,  and 
structure  iftformation  inio  an  inverted  pyramid."  For  the  purposes  of  source  material 
producers,  including  such  material  in  VNRs  coupled  with  newsworthiness  should 
increase  the  likeiihood  of  the  video  package  passing  through  the  individual  reporter’s 


"judd,R.P.  (19dl).  The  newspaper  reporter  in  a suburban  chy.  Jnumfliism 
OuanerK.  2i.  35-42. 
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Another  &clor  which  iniluences  the  reporter's  own  gate  is  the  newsroom.  The 
role  of  newsrooms  is  to  routinize  events  and  information  which  cannot  be  predicted  by 


etemems  are  present. 

(I)  Few  sources  ofaHemottve  or  evaluative  inibnnation  are  available  to 
the  insulated  group. 

(21  Others  in  the  group  are  inOuerKed  by  the  power  and  prestige  of  the 
group  leaders. 

While  these  elements  are  not  present  for  every  journalist  or  gatekeeper,  they  certainly 
are  present  for  some.  Janis  also  described  some  categorical  symptoms’'  ofgrouplhink. 
First  the  group's  power  and  morality  may  be  oveiesiimated  by  group  members. 

Second  the  group  may  be  reluctant  to  consider  other  poinis  of  view.  Finally,  the 
group  mqioses  pressures,  either  directly  or  indirectly,  lor  conformity  among  group 


'^uchmamG.  (1974).  Making  news  by  doing  vvork:  Routiniaing  the  unexpected. 
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journalists.'^  If  the  unexpected  cannot  be  roininized, 


•"pack  journalism.' 


jined  by  Crouse  in  his  book.  The  Bovs  onthe 


According  lo  Garss,  tnditkmal  values  can  directly  affect  what  events  becons 
news  and  the  values  help  reporters  defirte  ^lal  is  news.  In  his  study  of  rwo  decades 
of  news,  Gaos  defined  eight  clusters  of  values  which  Arnerican  journalists  rominely 
use,  are  exposed  to.  and  which  guide  their  viewpoint  in  news  stories. 

(1)  Ethnoeentrisro  istte  tendeo^  of  media  to  value  the  Unit^  Slates 
in  stories  crillcaJ  of  the  government. 

(2)  Ahruistic  democracy  impties  that  pohlics  polittcians,  and 
governmental  officials  should  operate  in  the  public  interest. 

(3)  Responsible  capitalism  suggests  that  there  is  bonesi  and 
competition  in  business  and  the  underlying  economic  goal  is 
increased  prosperity  for  all  cHiuns. 

(4)  Small'towD  pastoralian  fovors  both  small  towm  (agricultural  or 
market)  and  nmure  with  bigness  being  foared. 

(5)  Individualism  fovors  those  who  successfully  struggle  and  overconv 
adversity.  Self-made  individuals  as  well  as  those  act  heroically 


(6)  Moderatismdiscoutages  any  type  of  excess  or  extreme  b^vior. 

(7)  Order  encourages  the  following  of  official  and  unofficial  social  rules 
while  discouraging  any  form  of  social  and  moral  disorder. 


^^Gans.  H.  (1979,  January/Tebruary).  The  messages  behind  t 


To  the  ntRii  that  gaiekeqiers  differ  in  their  experiences,  interests,  and 
prejudices,  different  gatekeeping  decisions  will  be  made.  Decisions  will  \wy  with  the 
gatekeeper's  perception  ofhis  role  and  ofhis  societal  responsibiiit).  The  overall 
Btlitudes  and  values  of  gai^eepers  are  inTorlant  in  predicting  whether  the  VNR 
passes  through  the  gate.  Therefore,  it  is  crucial  that  source  tnalerial  producers 
understand  the  bciors  inffuencing  gatekeepers.  While  it  is  not  possible  to  keep  each 
unique  gatekeeper  in  mind  when  producing  VNRs,  source  material  producers, 
however,  must  think  like  reporters  if  their  VNRs  are  to  have  a chance  to  pass  through 
gates.  According  to  the  literature,  if  a VNR  is  to  pass  through  the  gate,  it  should  lave 
a strong  visual  element,  be  newsworthy,  appear  to  be  ot^ive.  and  contain  some 
tradhiortal  news  value  os  defined  ^ Cans. 


TTr  Gatekeeper' 


His  Societal  Reseonsibiliiies 


A gatekeeper's  perception  ofhis  professional  role  as  well  os  his  teq»nsiinBt>' 
to  society  influences  his  decisions  when  creating  the  news  organiaaliOD's  picture  of 


social  reality.  When  covering  an  event  the  reporter  must  decide  what  mformailon  to 
iiKhide  in  the  story.  This  is  especially  in^nant  for  televtrion^'  as  time  is  limited  in  a 


”Oans40-5. 

^^lang.  K.  & Lang,  G.  E.  (1953).  The  unique  perspective  ofteievisioii  and  hs  effect; 
ApihM  study.  American  Sociological  Review- 18.  3-12:  Lowry  & Shidler. 


sMity  as  preseniing  nniiral  j 
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objeclive  infonnaiion  to  the  audience."  nuis,  they  may  uy  lo  select  hems  that 
provide  an  unbiased  account  of  the  day's  events.  By  selecting  news  hems  which 
appear  to  give  a neutral  account  of  an  event  or  the  presenting  of“both  sides”  can 
lacilftate  Of  constrain  htformaticn  flowing  through  the  gate.  Source  material 
producers  can  take  advantage  oftius  fiict  ty  providing  the  news  organization  with 
relevant  infonnaiion  and  interviews  packaged  as  a news  stoiy  and  included  in  the  b- 

This  selection  process  can  result  in  inferencing  errors.  Journalists  automatically 
assign  events  to  representative  news  categories  such  as  crime,  sports,  or  weather;  the 
assignment  of  events  to  categories  has  been  labeled  "representative  beuristics.”^^  By 
comparing  the  news  event  with  similar  events  and  aulomatkally  assigning  Ihe 
information  to  predefined  categories,  journalists  may  unwhtingly  misrcpresenl  the 
socialpictureortbeworkl.  Vivid  events,  vvhich  are  interesting  emoiionaliy.  provoke 
imagery,  or  are  close  in  some  way,  wfi]  artraci  and  hold  the  journalist's  anention  and 


"Johnstone,  J.  W.  C..  Slawsld.  E.  J.,  dt  Bowman,  W,  W.  (1972).  The  professional 

"Nisbetl,  R.  & Ross,  L.  (19!0).  Human  inferencer 
social  hidameni.  New  York:  Premice-Hall. 
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or  lime  in  the  medin.^'  Events  t^cb  are 
willnol  provoke  the  same  rypeofjoumalistic  interest.  Logically  iben,  source  material 
producer  should  be  able  to  increase  the  likelihood  that  their  VNRs  will  pass  through 
the  gales  by  mcludhig  coir^QIng  video  and  providing  a local  aiigle.^’ 

Luttbeg  analyzed  Lbe  lop  stories  on  ibe  major  broadcast  networks  and  found 
them  to  be  sitnilar.  However,  the  researcher  found  lbe  stories  accorded  in^rlance  by 
posHioo  on  the  front  pages  of  over  lOD  oew^rapers  to  be  dissimilar.^  Rifle,  et  aL 
credited  the  common  socialization  of  oew^reople»wben  defining  what  is  news  and 
reliance  on  the  same  suppliers  for  htformailoo-for  the  standardizaiioo  of  news  and 
television's  formalized  newsgathering  procedures.’^ 

Banlz.  McCorkeL  and  Baade  suggested  that  these  similar  world  views  are 
created  because  the  networks  have  routinized  newswork.”  The  researchers  listed  five 

’'Beikowilz.  D.  & Beach.  D.  W.  (1»3).  News  sources  and  news  contenr  The  effisci 

Buckfnan,RT.  (1993).  How  eight  weekly  newsmagazines  coveted  elections 
in  six  countries.  Inumabsm  Ouaneriv.  70/4).  7g0-792. 

’'Morton,  L.  P.  £ Wairen,  J.  (1992).  Proximity:  Localization  vs.  distance  in  PR  news 
releases.  InunMlism  Ouaneriv.  69<4).  I023-102S. 

’°Lunberg.  N.  R.  {19fi3).  Newsconsensus:  Do  l).S.  newspapers  nurror  society's 
happenings?  JiMirmlimi  Quarterly.  60. 484-8. 578. 

’’Rifle,  D.,  Ellis,  B.,  Rogers,  M.,  Van  Ommerert,  R.,  & Woodman,  K.  (1986). 

Gatekeeping  and  the  network  news  mix.  tnurTtBiigm  rriirt^iv  fivot  tis.?i 

”Bani2,C.  R.,McCoikle,S..& Baade,  R.C.  (1981).  The  new?  foctory.  InG.C 

Wilhoil  & H.  deBock  (Eds.).  Mats  cotmiunicaion  review  yearbook:  Vol.  2 

(pp.  366-89).  Beverly  Hals.  CA:  Sage. 
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fuion  wfakh  appear  to  have  )ed  to  routimzalion.  First,  the  high  lunnver  and  mobility 
ofnewssia®  creeled  the  need  for  routinizalion  to  fociiitate  the  assinilalion  of  newly 
hired  broadcast  journalists.  As  television  news  grew,  the  need  for  the  producer  to 
supervise  newscasts  developed,  with  other  roles  becoming  more  specialized.  Second, 
the  growth  of  technology  created  the  need  for  ^ieeuilir<vt  persoiuiel  who  could 
operate  ibe  equgtnieni  and  coordinate  activities  within  the  newsroom.  Third, 
consultants'  expectations  of  visuals  with  every  story  led  news  siafls  to  avoid  stories 
without  video.  Consultants  also  focililaie  the  molxlit)  of  news  siaffi  amoog  sunions. 
Fourth,  the  realization  that  the  local  oews  can  generate  high  ratings  and  iociease 
advenisiiig  profits  led  to  more  involvenient  by  the  station's  manager.  In  addhion. 
consultants  and  station  managers  worked  together  to  implemeot  policies  and 
routinizalioo  which,  they  hoped,  would  lead  to  higher  profits.^’  Fifth,  'hhe  demands  of 
profit,  consultants,  producers,  and  technology  eotnbine[d]  to  constrain  the  type  of 
product  a news  organization  produces.*^  'The  lesuh  of  these  factors  is  a uniform 
news  product.  'The  situation  has  been  exaceiheled  in  the  IWOs  with  deregulation. 


^^McKean,  M.  L.  & Siooe.  V,  A.  (1992).  Deregulation  and  competition:  Explainiog 
Iheahseoceofloealiroadcastnewsoperatioiis.  lonnvtliCT rhuneriv 
713*723;  Stone.V.A  (1987,  April).  Deregulation  feh  mainly  in  large* 
market  radio  and  hulepeDdeni  'TV,  RTND  A rommnnirnTcr  pp.  9-n. 


''Bantz,  McCoifcle.  & Baade  371. 


. andiheaddilion  of  two 


affiliate  reslnjciiznng,  program  production  and  distribution, 

Tbe  five  &ciors  which  create  routiniaaiicii  of  news  work  can  have  imimended 
oegairvE consequences.  First. because oftbe sophistication oftechnologj'aiKj the 
specialization  mjob  roles,  there  tends  to  be  a lock  of  flexibility  in  the  newsroom. 
**Newsworkers  tend  to  be  tied  to  the  newsroom  by  newscast  schedules  and 
technological  exigencies.*^*  Second,  because  reporters  and  phoiogr^bers  as  a team 
are  interchangeabie.  personal  investrnent  in  a story  is  reduced,  'niird.  productivity  is 
defined  as  completing  ibe  assignmeni  without  evaluation  of  quality.  Finally,  a 
newsworker's  expectatioiis  of  the  job  role,  and  the  actual  job  role,  can  be  diverse.” 

These  factors  are  oj^rrunities  for  the  source  material  producer.  The  tack  of 
fieability,  lack  of  personal  invesimem.  and  increased  incentive  for  sloiy  conqrlelion 
open  the  gates  to  other  material 


lni.m.lw^  * Mm,  (•nm^ir.ir^.inn  OuaitCrN.  22(3),  692.. 
’’Pollard  (pp.  682-697). 
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efforts  will  tring  back  a story.  One  of  journalists'  common  suaiegies  is 

Therefore,  ifVNRs  inchide  elemeois  sn^  as  story  newsworthiness,  enlicing  video, 
expert  mterviews,  is  pie-produced  and  includes  b-roll  footage,  based  on  the  literanire. 
VNRs  ^uld  pass  through  the  gates.  Thus,  combining  elements  and  values  that  are 
irqxirtani  to  leporters  and  taking  advantage  of  the  unintended  negative  effects  of  the 
CDUtinantionoftbenewsoom.  the  source  maiertal  producer  slmuld  have  a good 
chance  of  getting  VNRs  through  the  gales  and  onto  the  newscast.  The  o^xirtuniry 
increases  for  VNRs  passing  through  the  gates  when  the  'inlhienlial"  media  or  the 


The  Gatekeepers  and  Qraanbaiinnal  Forces 

Doubts  about  the  autonomy  of  "Mr.  Gates"  and  his  colleagues  grew. 

Reporters  are  highly  dependent  on  news  agencies  and  other  sources  of  news,  but  they 
are  also  dependent  on  events,  some  of  which  are  prefabricated  and  adjusted  before 
they  reach  the  riKdia.”  Reporters  "usually  learn  about  events  aixi  issues  through  news 
sources,  and  most  oflbe  infomauion  that  journalists  subsequcolly  gather  about  those 
events  and  issues  coices  from  news  sources.”"  Other  events,  lenned  pseudo-events 


"Bcrkowhz  & Beach  (p.  5). 


"Berkowitz  & Beach  (p.  4). 


by  Boorslin.  are  planned  and  created  in  tbe  hopes  of  gening  news  coverage  about  an 
event,  person,  or  issue.'’  The  25th  Annivarsafy  of  the  Big  Mac.  with  a parade  and  the 
renaming  of  a street  "Big  Mac  Way,"  would  be  an  ettample  of  a pseudo-event.  An 
event  baa  not  really  occurred  except  wbal  has  been  created  by  McDonald’s  to  gain 
valuable  publicity  it  the  news  tnedia.  The  entrance  of  such  ioTotmaiion  into  the 
gatekeeping  channel  begins  when  a news  event  and/or  pseudo-event  is  discovered  by 
tbe  news  organization.  A reporter  may  discover  the  story  of  interest  or  VNRs  in^  be 
distributed  to  news  organizations.  Information,  in  general,  arrives  at  news 
organizaiions  Ihrou^  a variety  of  channels. 

Sigal  named  three  such  chaiutels—rouline.  infonnaL  and  enterprise.  The 
"routine"  channel  inciudea  items  categorized  as  nonspontaneous  events  such  as  official 
proceedings,  press  releases,  VNRs.  speeches,  and  press  conferences.  Tbe  "iofomiar 
channel  includes  background  briefings,  leads,  news  reports  from  other  news 
organizaUoDS,  association  meetings,  trade  lution  conventioiis.  and  other  such 
nongoventmeolal  proceedings.  Tbe  "enterprise"  ehanoel  includes  noo-plamied  events 
witnessed  firsthand  by  the  reporter  suidi  as  accidents,  natural  disasters,  and  riots,  as 
well  as  events  initiated  by  the  reporter  sudi  as  interviews,  research,  and  tbe  reporter's 
condusioiis.'’  The  "routine"  channel,  as  defined  by  Sigal  is  the  channel  through 

'‘Boorstin,  D.  i.  (1971).  Frotn  news-gathering  to  news-making:  A Qood  of  pseudo- 
events.  In  W,  Schramm  & D.  R.  Roberts  (Eds.),  The  process  artd  effects  of 


'ofUlinois  Press. 


'’Sigal  L.V.  (1973).  RePOOersandQ 

ISglUflg'  Lexingion.  MA:  D.  C.  Heath. 
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aware  of  the  needs  of  news  organizations  wbeo  producing  and  distributing  advertisers' 

5uc^  pioducers  can  be  a vital  source  of  infbnnalion  for  advertisers. 

Bouodaiy-role  persons  are  in  charge  of  tbe  gatekeeping  function  ofroinine  and 
infbrtnal  channels,  which  bring  mfortnatioD  into  rtews  organizations  from  the  outside.*' 
Bouodai>-roie  persons  interact  with  other  news  organizations,  official  sources,  and 
source  material  producers,  among  others.  Outside  sources,  working  on  behalf  of 

was  provided  to  journalists  'information  subsidies'**  which  include,  for  exan^le.  press 
releases,  official  handouts,  and  VNRs.  Because  tbe  informaijoD  is  provided  quickly 
and  inetqiensively  to  reporters,  tbe  likelihood  that  it  will  be  used  in  the  newscast  is 
increased  *’  The  mfoimalion.  especially  the  VNR,  is  packaged  in  a ready-lo-use  form 
that  is  attrnclive  and  easily  used  by  the  news  organization.  Because  of  time  and 
hudgelary  pressures,  once  the  information  for  a story  has  been  gathered  and  processed 
according  to  the  standards  set  by  the  news  organizalion.  there  is  good  chance  that  the 


Adams,  J.  S.  (19S0),  liUerorganizatioDal  processes  and  organizational  boundary 
' ' a.  In  B.  M.  Slaw  & L.  L.  Cummings  (Eds.),  Research  in 
p.  321-55).  Greenwich.  CT:  JAi. 
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hem  wil]  pass  through  the  gales.  This  is  true  even  iflbe  informatioitis  coming  into 
sews  organizaiioo  from  an  omside  source.  Oilenjoumalisis  contact  source  material 
producers  asd  pubik  relations  precthiosers  to  ask  questions  or  seek  out  a qtecihc 
et^n  within  the  insUtution. 

Researchers  have  attended  to  highhghi  some  of  the  organizational  coitstiuints 
which  milueiate  the  passage  of  mformaiion  through  the  gales  This  inchided  editors 
choosing  horn  among  the  large  number  ofincoming  wire  telegrams  and  pklures  &om 
itcwsogencicsfbr  the  conieotofthe  bulk  of  news  printed  in  a Dcwspaper."  What  was 
viewed  as  teingimeiesting  and  deserving  ofspace  initially  seemed  to  be  up  to  the 
autonomous  •‘Mr.  Gates."  Even  though  “the  wire  editor  clearly  fth  be  had  discharge 
his  duty  when  he  inserted  important  news  selected  &om  'what  came  *Mr. 

Cates"  personal  subjectivity  was  not  as  iniportam  in  his  gaiekeepbg  function 
compared  to  "the  number  of  news  hems  availBble,  their  size,  the  pressures  of  time,  and 
mechanical  productioii."*'  Even  though  the  wire  edtior  selected  the  news  hems,  "Mr. 


“See  e.g„  Breed,  W.  (1956)  Ajialyzing  news:  Some  questions  for  research. 


study  ofl6  telegraph  edhors.  Joumaliruit Ouarlerlv.  33(4>.  42.1-H. 

"Gieber,  Across  the  desk  432. 

“Gieber.  W.  (1964).  New  is  what  oewspapermcn  make  it.  In  L-  A.  Dexter  & D.  M. 


r,  467-77;  Cieber.  W.  (I9S6).  Across  the  desk:  A 


While  (Eds.),  People. 
Press. 


New  York:  Free 


Gales"  was  essentially  passive  in  the  sloiy  selection  process  because  organizalionol 
routines  are  more  important  than  personal  biases.^ 

Whitney  and  Becker  suggested  ibai  the  local  media  are  highly  influenced  by 
decisioQSofwiti  service  editors.'*  Reseerch  has  shown  that  the  proportion  ofiiems 
within  various  news  categories  sent  from  wire  services  inlhieDced  the  selection  of 
stories  chosen  by  news  organizations.  The  “wire  service  editors,  in  broad  terns, 'set 
the  news  agenda'  for  newspaper  editors,  by  suggesting  the  proper  ‘news  mix'  and 
proportions  within  news  categories  such  as  accidents  and  disasters,  crime  and  vice  and 
human  interest  news,"" 

In  his  research,  Hickey  demonstrated  ‘That  in  a communicalion  itftwork  status 
is  a Amotion  of  position"’*  and  suggested  that  status  "may  also  be  a funelion  of  control 
over"”  the  htformation  controlled  by  the  centrally-locaied  position.  Hickey  used 
Kelley  and  Thibeul's  deSmtioR  of  status  which  is  "the  value  placed  upon  a specific 


“Gieber,  Across  the  desk  423-33. 

’°Whlmey,D.C.,&  Becker,  L.  B.  <I9S2).  'Keeping  the  gates' for  gatekeepers:  The 
etons  of  wire  news.  InunMliem  Ouanerlv.  52,  60-5. 

’'Whitney  ft  Backer  61. 

”Hickey,J.R.  (1968).  The  eflects  of  information  control  on  perceptions  of 
centrality.  JninTmli«m  Ouanerk.  15. 49. 


’’Hickey  49. 


nbers  oflbe  group.'^  Hick«y  identified  three 


eiemenu  ofinformetion  control  in  arcending  order.  The  lowest  level  was  that  of  the 
commujiicalion  iiBDdier.  The  comeumkation  handler  actually  handled  the  icdbnnation 
but  has  no  control  over  cotnent  or  channels  through  ^ikh  the  information  passed.  In 
the  second  level,  the  channel  mediaior  controlled  the  arrangement  of  chanoels  thiough 
which  the  mfonnatlon  passed.  The  final  level  was  that  of  the  content  manipulaior  who 
controlled  both  the  channels  through  with  the  information  passed  and  the  content  of 
the  message.  Because  oftbe  scope  of  poshkm.  the  content  manipulaior  has  the  most 
power.  Hkkey  suggested  that  the  power  of  the  central  potion  of  the  content 
manipulator  was  shaped  by  perceptions  of  others  in  the  field  bolding  peripheral 
poshlons  as  well  as  the  content  manipulator's  actual  control  infotmaiion.” 

Knowing  who  is  in  the  position  of  contenl  manipulator  is  essential  for  the 
source  material  producer.  Asking  the  news  executive  who  has  the  most  power  wrthia 
the  news  organization  what  elements  should  be  included  in  VMRs  is  vital  for  the 
source  material  producer.  If  the  content  manipulator  has  the  most  influeniial 
gatekeeping  power,  discovering  what  criteria  be  uses  to  accept  or  reject  VMRs  is  of 
utmost  inqiortance  to  those  providing  source  material.  While  this  may  initially  seem 
impractical,  it  is  not.  The  siaffal  Medialick  call  statfonsooa  daily  basis  to  inform 

^Kelley.  H.  H.,  £ Thibaul,  1.  W.  (1954).  Experimsutal  studies  of  group  probletn 
solving  and  process.  InO.  Lindzev  (Ed.).  Handbook  of  Social  PssThologv: 
VoL  2.  Reading,  MA:  Addison- Wesley  Publishing  Co. 


"Hickey  49-54. 


theoi about  upcoming  VNR&  "Tbere  are  anywhere  from  SO  to  lOOi 


have  a personal  phone  call  and  that's  aside  from  any  wire  or  indkaiion  or  &x  that  may 
go  over  to  theza"^  The  staff  speaks  with  reporters,  producers,  and  news  directors. 
The  staff  asks  them  a variety  questions,  “and  they’re  [reporters,  producers,  and  news 
directors)  always  giving  us  feedback  about  what  they  like  and  what  they  don't  hke."” 
Producers  can  benefit  from  reviewing  organizational  gatekeeping  research,  as  well  as 
research  t^ul  gatekeepers'  attitudes  and  values  and  gatekeepers'  rok  perceptions  and 
social  responsibilities,  because  ibe  news  organization  is  an  entity  unto  itself  and 
iir^oses  certain  gatekeeping  restrictions  on  news  personnel  and  story  content. 

Bass  divided  tbe  news  flow  process  into  two  segments  and  focused  his 
anemlon  on  the  news  gatherer”  because  according  to  Bass,  “it  is  he  who  makes  the 
significant  decisions.’'”  Bass  determined  that  at  ihe  United  Nations  Radio  news 
gatekeeping  decisions  were  made  at  ibe  cenirelly  located  Radio  and  Visual  News 
Desk.  Tbe  F.ngiisb  language  news  copy  was  then  sent  to  language  unhs  whose  job 
was  to  translate  Ihe  standardized  copy. 


”Ovrea.A.  (1995, June).  [huerviewwhhMedialink representative]. 

”Bass.A.Z.  (1969).  Refining  tbe 'gatekeeper' conceptr  A UN  radio  case  study. 
JoungiTism  OiMrivrlv  46.  69*72. 

’•Bass  69. 
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ss  found  i similar  otganizniional  partem  U the  Voice  of  America”  Bass 
that  the  news  flow  process  was  a rwo  step  process  whicb  he  termed  the 
Double'Aclioo  Inieroal  Newsflow."  2n  step  oik,  the  news  galberers-reponers, 
wiiiers.  bureau  chiefs,  and/or  city  edltors-took  the  raw  news-speeches,  events. 

organizational  standards.  The  gatekeeping  function  was  perfbiraed  by  deciding  what 
dements,  fiom  the  raw  news,  would  be  liansfoimed  into  copy.  During  step  two,  the 
news  copy  was  osodifed  and  placed  in  final  print  or  broadcast  form  by  the  oews 
processors-editors,  copyreaders.  and/or  uanslaiors.  Not  all  oews  executives  have  the 
same  organizational  function.  While  news  gatherers  and  news  processors  do  diftrent 
jobs,  the  gatekeeping  responsibility  lies  with  the  news  gadierets. 

However,  news  gatherers  are  not  metely  gatekeepers  regulating  the  Qow  of 
news.*'  They  often  actively  create  the  news  through  their  reporting  techniques,  "from 
lipsand  through  private  briefings  whbofficialsorbudness  leaders.""  Reporters  invite 
politiciaiis  to  interviews,  aitenqit  to  discover  whai  is  wrong  with  the  economy,  and 
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: the  sekclion  of  ocviis  ta  a great  axlem  i 


uncover  corruptioix  Tfieir  criteria  for 
rationalizations  of  organizational  prof^ional  and  cuhitral  constraints.^’ 

Each  worizng  day  the  reporter  makes  nurtserous  sut^tive  decisions, 
often  deciding  tvhicb  stories  will  be  covered.  During  interviews  and 
press  conferences,  be  ruttes  certain  comments  and  omits  and  while 
wTtling  his  story  decides  which  elements  to  include  and  which  ones  to 

In  other  words,  gatekeeping  begins  whh  the  reporter  on  the  street^’  with  the  reporter 
creating  'Itews  stories  by  selecting  fragments  of  information  from  the  mass  of^ 

The  &ci  that  the  responsibilities  of  gatekeepers  extend  to  much  more  than 
regulating  the  news  allows  for  gatekeepers  lo  interact  with  source  material  producers 
in  a sytnHotic  relatiooship.  Source  oioterial  producers  try  to  produce  and  distribute 
VMRs  which  news  orgaoizatioDs  cao  use.  The  producers,  in  essence,  "subsidize 
journalists'  costs  of  gathering  and  reporting  mfbrmalion"*’ and  bydoing  so  increase 
the  chancesofVNKsbeing  used  in  the  newscast.  In  the  past  decade,  news 
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have  been  inpacted  fioanciaDy^’  and  it  is  not  al^ys 
to  send  a camera  to  every  ixi^ortant  event,  especially  to  out-of-to^  locations. 
However,  source  material  producers  can  send  news  organizations  the  location  footage 
packaged  as  a VNR^  and  it  is  in  this  way  that  a symbiotic  relationship  develops. 
Source  material  producers  provide  relief  for  news  organizations  ai^  allow  tbem  to 
eooipele  more  eSectively  with  a limited  budget.  The  advertisers  featured  in  VNKs 
receive  third.person  credibility  feom  the  newscast,  something  that  is  not  Iburrd  in 
comparable  commercials.’'' 

As  such,  with  the  newscasi  impacting  the  credibility  of  mibrmatioo  presented 
in  VNKs,  the  advertiser  as  well  as  the  media  can  set  the  agenda  for  the  viewing  nr 
reading  public.’'  They  may  not  necessarily  tell  the  viewers  what  tn  think,  but  they  can 
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idJ  the  audiCDce  whal  to  link  aboin”u  well  as  having  the  potenlial  lo  inlhieiice  some 
audience  members'  apmions  and  attiludes."  McCoitds  and  Shaw  staled  that  those 
issues  which  repeatedly  are  sent  through  the  gates  are  given  a higher  priority  by 
audience  members  and  afiect  the  audience's  agenda  more  than  those  news  items  which 
appear  infrequently.^  The  efiect  can  be  that  the  majority  of  stories  aboin  an  event 
passing  through  the  news  gate  will  be  either  supporting  or  conllicting  messages. 

However,  the  influence  the  media  have  “on  puMk  opinion  will  be  limited  . . . 
by  the  extent  lo  which  media  versions  of  social  reality  agree.'”  Public  opinion  will 
vary  depending  on  the  differing  story  iitgxinance  the  local  media  place  on  events. 
Brown  found  a clear  indicaiion  that  gatekeeping  mirrors  societal  perceptions.''  'The 
gaiakeepcr  decisions,  while  made  sul^ectlvely,  are  closely  amioed  lo  audieoce  interests 
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CbaiacienMicsofNews  Hems 

An  imporlani  gatekeeping  category  for  source  material  producers  to 
understand  is  the  chancleristics  of  news  Kerns.  If  producers  are  to  have  their  VNRs 
pass  through  the  gates,  then  the  video  packages  have  to  inchide  those  elements  which 
are  most  important  to  television  news  gatekeepers.  Television  gatekeepers  select  artd 
evaluate  the  &cts,  ideas,  and  stories,  includiitg  both  enterprise  stories  and  information 
suhsidies.  In  this  selection  process,  they  use  certain  yardsticks  to  help  them  measure 
the  newsworthiness  of  events  as  news  gatekeepers  have  speciSc  values  which  they  use 
as  criteria  to  judge  and  treat  the  news.”  Martin  and  Chaudhary  defined  eight  premises 
basic  to  the  dissemznation  of  news  and  information. 

0)  A freely  infbrmed  public  is  essential  for  on  open  rirtd  democratic 
society. 

(2)  The  news  media  are  expected  to  report  confiiciing  maners  of  public 
concern  in  a free  marketplace  of  ideas  until  the  truth  is  discovered 

(3)  People  have  a right  to  know  what  their  govemmem  is  doing. 

(4)  The  news  must  provide  essential  facts  for  the  public  to  form  sound 

"Brown  679. 
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(5)  The  news  medU  are  expected  to  moniior  govemmenl  policies  and 
guardians  of  people's  rights. 

(6)  Objectivity  and  lhat  the  news  should  be  presented  as  Actual  reports 
of  events  without  the  bias  of  the  reporter. 

(7)  AH  sides  of  an  issue  should  be  &irly  presented  without  the 
presentiitg  of  one  view  as  being  more  donmaoi  than  the  other. 

(8)  The  etnergenoeoftbe  “new  journalism'' school  ofthoughi  which 
states  that  journalists  would  be  more  than  just  messengers  and 
should  get  involved  in  the  message  and  openly  admit  their  leases.'’ 

Other  item  characteristics  also  play  a role,  as  all  gatekeepers  must  answer  the 
basic  question  of  why  one  story  should  be  selected  over  any  other.  Once  again,  source 
material  producers  must  be  aware  of  and  understarrd  these  elements  if  advertisers’ 
VNKs  are  to  pass  through  the  gales.  First,  the  more  rrewsworthy  an  item  the  more 
likely  it  will  pass  a gate.  Traditional  news  values  such  as  ^xiinity.  prominence, 
consequence,  significance,  conflict,  and  the  unusual  nature  ofibe  story  are  reasons 
given  for  selection.  Others  mclude:  “Will  this  story  interest  oil  or  most  of  my  viewers? 
Can  tins  story  be  shown  to  my  viewers?  How  will  this  story  fit  whb  the  rhythm,  flow, 
and  conieni  of  the  rest  of  the  oewscast?'”  Through  a cuhivaied  symbiotic 
relationship  whb  news  organizations,  source  material  producers  can  have  an 


‘‘Tiannon,  M.  (1969).  Mr.  Gates  goeselectronic:  The  what  and  why  questions  in 
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uxider^tanding  of  whiu  may  pass  through  ibe  Dews  departments' gales.  Source 
material  producers  have  become  more  proaclive  by  asking  reporters,  producers,  and 
news  directors  what  types  of  VNRs  they  need  and  watu.'' 

In  a compethive  media  markerplace  dominated  commercia]  imeresls, 
advertising  pressures,  and  rating  sweeps,  a primary  concern  of  the  gatekeeper  is  to 
give  the  public  what  it  wants  to  achieve  the  largest  poasilrle  audience.  This  marketing 
approach  to  news  inevitably  focuses  on  topics  which  attract  a high  readership  or 
viewing  audience*>consuxner  a&irs,  people,  adventure,  crime,  and  sex.^  Buckalew 
researched  Actors  which  influenced  lelevtsioo  news  edhors'  declsioDS  in  the  selection 
process.  The  edhors  were  found  to  be  greatly  alike  in  their  selection  of  news  stories, 
perceptions  of  audience  and  news  sources,  reading  habits,  and  experknce.  According 
to  Buckalew,  'The  overall  ingrression  is  that  a standard  Are  is  being  presented  to  the 

Smith,  Tumlift.  and  Henning  studied  audience  preference  m news  and 
ixifbtmation  and  found  more  than  forty  general  topics  of  news  were  categorized  in 
American  daily  newspapers.  More  space  is  given  to  sporis  than  to  international  news, 
more  space  is  ^ven  to  crime  than  to  cuhuraJ  events,  and  the  most  widely-read  topics 

"Owen,  A.  (1995,  June).  [Interview  with  Medialink  represenlalive|. 
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include  sccidenl!!,  disasters,  naruraJ  phenomena,  govenuxienta]  aflairs.  taxes,  and 

Through  an  eariier  survey  of  newspaper  readers'  preferences  and  reading 
habits,  Dennis  and  Ismach  detennined  dial  the  content  of  newspapers  is  directiy 
reialed  to  the  lives  of  readers.  The  conlem  has  been  expanded  to  include  consumer 
reporting,  personal  concerns,  ahemaiive  li&  styles,  social  trends,  and  enlenainmeni 
news."  Such  topics  were  brought  about  by  changing  societal  vahrea  and  by  feverish 
attempts  oflhe  media  to  expand  their  audiences  in  the  lace  of  vigorous  competition 
between  and  among  news  organizations." 

Similar  content  patterns  are  found  in  television  news.  Gatekeepers  are  guided 
by  feedback  obtained  in  viewing  audience  surveys  and  ratings.  These  surveys 
indicared  that  the  public  wants  lively,  entertaining,  and  dramatic  lelevi^n  newscasts 
with  plenty  of  actioQ,  sex,  crirae,  and  tragedy,  while  avoiding  aertous  and  coirvlex 


Harmon  found  the  tradiikmaliy  sensationalized  reports  of  fires  and  police 
blotter  moterini  to  comprise  about  ooe*third  of  all  local  TV  news  stories.  Of  his 
sairgrie  of  543  stories,  only  31.5%  fit  his  descriplion  of  sensaiionaiism.  However,  the 
gatekeepers  Harmon  interviewed  candidly  admitted  that  they  fiequently  plan 


“See  e.g.,  Buckalew; 
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smsalional.  someliim  sex-re!aied,  scries  for  retinas  sweeps  wceb.”  In  8 subsequeni 
sludy  of  58  local  television  newscasts.  Hannan  found  linie  difference  between  the 
amount  of  public  aSiirs  stories  versus  sensationalEed  reports  in  small  and  large 
naritet  staikms.*'  Anearlier  study  in  Houston  r^ned  that  about  half  ofihe  news 
stories  aired  on  local  televi^n  included  some  type  of  seasaiionalism.  However  stories 
also  contained  useful  information  such  as  backgrounJ  maieriai  and  insights  inlo  the 
political  process.”  In  a more  recent  study.  Davie  and  Lee  found  that  sensationalized 
stories  containing  sex  and  violence  aired  on  one  station  were  duplicated  by  other 
stations  by  item  70  percent  of  the  time,  suggesling  that  news  organizations  were 
selecting  the  same  stories  as  part  oflbe  local  newscasts.”  This  "showed  local 
television's  preference  for  simple,  unambiguous  news  slories.  low  in  coirqtlexity.  but 
high  in  visual  and  dramatic  vahies.""  Local  television  news  "seemed  to  be  built  6om 
information  that  was  easy  to  explain,  that  would  provide  a good  audience  draw,  and 
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that  could  be  assembled  with  efficiency  ofeBbrt.*"  The  Davie  and  Lee  study  showed 
that  news  o^anizaiions  had  a preference  for  such  stories. 

The  findings  of  the  characteristics  of  news  items  and  prefereiKes  by  television 
news  gatekeepers  are  of  importance  to  source  material  producers,  as  (be  research  can 
aid  them  in  knowing  whru  elements  10  include  advertisers' VNKs.  If  producers  are 
aware  of  the  preferences  of  news  gatekeepers,  producers  can  avoid  gening  nuek  in 
fionl  of  locked  gates.  Having  the  koowledgeofgatekeepers’ arthudesaral  values, 
professional  roles  and  societal  responsibilities,  as  well  as  organiaational  forces  and 
characteristics  of  news  items  can  be  the  keys  which  unlock  gates  and  allow  VNIts  to 
pass  into  newscasts.  One  such  key  is  the  production  of  single,  unambiguous  news 
slories,  low  in  con^lexity,  but  high  in  visual  and  diamaric  values  that  would  provide  a 
good  audience  draw.  Because  VMRs  are  prepackaged,  they  can  be  aired  with  an 
efficiency  of effort. 

When  a story  is  accepted  by  the  news  organization,  the  nature  of  the  forces, 
either  negative  or  positive,  hr  fionl  of  and  behind  the  news  gale  lertds  to  change.*^  For 
example,  if  an  important  source  initially  would  not  agree  to  ao  roterview,  this  would 
create  a ccgadve  force  because  of  the  source’s  lack  of  agreement.  However,  if  tbe 
reporter  persisted  and  the  aource  finally  agreed  to  an  interview,  the  negative  force 


'^Be^owhz.D.  (1990).  Refining  the  gatekeeping  metaphor  for  focal  lelevi^n  news. 
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would  become  positive  becsuse  of  the  reporter's  time  invested  b getting  the  intervietv. 
In  other  words,  if  the  story  wtvt  difikuh  to  obtain  because  a myriad  ofreasons- 
localioiis,  elusive  source,  danger  to  reporter,  etc. -once  it  was  obtained  and  it  entered 
the  gate,  the  story  should,  then  theoretically,  pass  through. 

In  the  same  vein,  if  the  interview  was  packaged  as  a VNR  prepared  by  a source 
material  producer  and  distributed  to  the  news  orgamsaiion-tbe  ease  of  artainment 
would  give  the  VNR  a po^ive  force.  The  positive  force,  therelbre,  should  allow  the 
VNR  to  pass  through  the  gate.  However,  the  initial  po^ive  force,  that  esse  of 
aiiainmeni  allows,  might  turn  negative  as  the  reporter  asks  questions  such  as.  "The 
VNR  came  bom  a source  material  producer;  should  we  use  h;  can  we  trust  h?' 

Depending  on  the  story  and  the  difBculty  or  ease  of  attainment  the  polarity  of 

positive  force.  In  addition,  some  stories  may  have  a neutral  force  both  outside  and 
inside  the  gate.  Accnrdiitg  to  Shoemaker,  "forces  may  retain  polarity  . . . after 
pasring  through  a gate  . . . ; forces  may  vary  in  strength,  some  confUciing  with 
others  . . . ; forces  may  have  a bi-directional  influence  through  a gate,  with  forces 
behind  a gate  inftuencmg  those  before  the  gate  . . . ; [and  researchers]  diould 
consider  bow  differing  forces  and  polarhies  affiscl  the  entire  gatekeeping  process,  not 


‘^Shoemaker  23-5. 


Prople.  Place^and  Time 


The  Dews  airives  by  difiereiu  routes  and  boro  diflarent  people.  Most  local 
staiions  are  linked  to  a larger  organizational  networit  wbkb  covets  the  world.  The 
eioaer  the  location  of  the  news  event  to  the  city,  region,  or  nation  of  the  itnended 
audience,  the  more  Kkely  that  event  is  to  be  covered.  Nearoass.  however,  may  be 
overridden  by  other  coosideietions,  such  as  the  power  or  intrinsic  character  of  the 

’‘Time  has  enormous  iaOueoce  as  a consideralion  on  selection."’*  Timeliness 
means  both  novelty  and  relevance.  The  ixr^rtance  of  a ‘first'  with  a local  station's 
news  departmem  "is  ofieo  more  br^ortanl  than  any  other  &ctor  in  deciding  on 
selection  and  prominence."”  This  issue  of  being  first  and  being  able  to  compete 
against  other  stations  is  relevant  to  VKtU.  Video  news  releases  can  allow  a uws 
organizatioo  to  air  a story  first  and  allow  it  to  use  stories  it  otherwise  might  have  been 

What  Iha  news  media  invesligale  and  report  are  dependent  on  the  infoimaiion- 
galhering  and  information-processing  resources'  of  these  agencies  as  well  as  source 
material  producers.  Some  of  "the  main  &ctois  which  infiuence  the  eventual  choice 


”McQuaih  Harmom  Berkowitz. 
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include  people,  place,  or  time,  usually  in  one  or  other  combmation.'^  The  news  oRen 
cofisisu  of  stories  about  t^t  prominent  people  say  concerning  events  rather  than 
containing  reports  solely  about  the  events  themselves.  Statements  made  by  prominent 
people  an  oflen  news  especially  when  these  people  have  the  power  to  inCueoce  fiiture 
evenis.”  ~What  we  see  ofthe  world  through  the  media  eyes  is  often  the  result  of 

tnedia.”'“  The  news  consists  of  events  which  obtrude  beyond  the  nom.  Stories  can 
be  anticipated  by  observation  at  places  where  past  oewswonby  events  have  happened 
or  been  made  puUk;  fbrexaii^le,  courts,  police  stations,  govenuncot  buiklings, 
ahpons,  ho^itals.  arenas,  eic.'^' 

Understanding  the  bdividual  gatekeeper,  the  news  media,  and  the  gatekeeping 
categories  afiecthig  what  hems  pass  through  the  news  department  gales  is  essential  for 
source  material  ^oducers.  A solid  understanding  of  these  categories  can  increase  the 
likelihood  that  VNRs  will  pass  through  the  news  gales.  The  gatekeeping  theory  has 
been  an  tngionam  element  in  mass  communicalioD  research.  Studies  related  to  sews 
hem  usage,  preferred  lo^s,  and  sources  of  other  news  messages  provides  a solid 
theoretical  background  for  this  study.  The  role  of  source  material  producers  and  the 

"McQuaU  163. 
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VNRs  produced  on  bebUf  of  sdvenisers  are  recognired  as  pan  of  Ihe  gatekeeping 


i is  warramed.  Chapter  3 describes  the 


CHAPTERS 


METHODOLOGY 


A review  of  the  relevant  literature  about  tbe  telatioiishjp  between  tbe  SKhision 
of  certain  subject  maner  and  common  elements  m video  news  releases  (VNRs)  and 
Ibeir  success,  as  provided  in  Cbapter  2,  enables  abetter  understanding  of  bow 
previous  research  methodologies  were  applied  to  this  investigation.  The  lack  of 
literature  on  this  topic  suggests  tbe  need  for  a coolimiing  study  of  tbe  subject  matter  of 
successful  VNRs,  as  well  as  the  metbods  used  by  source  malenal  producers  to 
detertnine  what  VNR  subject  matter  and  common  news  elements  have  the  best 
opportunity  to  be  used  by  news  depanments.  is  needed. 

Research  Questions 

The  researcher  sought  to  answer  two  research  questions;  (1)  What  are  the 
subject  matter  and  common  elements  of  successful  VNRs.  those  which  pass  through 
television  stmions'  news  department  gates?  (2)  How  do  source  material  producers 

oppoitunity  to  be  used  tv  news  departments? 

successful  VNRs,  tbe  researcher  felt  it  important,  first,  to  analyze  tbe  content  of  VNRs 
66 
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which  passed  through  television  stations'  news  department  gales.  The  researcher 
coded  the  VNTts  for  sut^eci  matter,  coixuiion  eiemenls  and  bow  and  wIktc  within  the 
newscast  the  VNR  was  used.  The  data  ailowed  the  researcher  to  determine  trends 
about  the  content  and  use  of  successful  VNRs. 

Second,  the  researcher  analyeed  Us  content  of  a group  of  76  VNRs  dislnhuted 
tiationaily  footn  1993  to  1996.  This  allowed  (be  researcher  to  discover  trends  and 
observe  content  changes  within  Ute  three  year  period.  Nineteen  of  Uie  VNRs  were 
included  on  Medialinlt's  annuai  Top  Ten  VNR  Lists. 

Third,  the  researcher  reviewed  the  data  from  Mediaiink's  Top  Ten  VNR  Lists, 
1988  to  I99S.  The  VNRs  which  appeared  on  the  lists  received  the  most  slaUon  airings 
and  bad  the  largest  gross  audience  of  all  of  Mediaiink's  VNRs  during  each  of  the 
years.  This  infonnation  allowed  the  researcher  to  determine  trends  about  Mediaiink's 
most  successful  VNRs. 

Fourth,  the  researcher  exiensivety  searched  the  academic  and  trade  Uteralure. 
Finally,  the  researcher  imerviewed  source  titaierial  producers  and  distributors  to 
detennine  the  methods  used  to  find  out  what  VNR  suh^i  matter  is  needed  and  used 
by  news  departments. 


Tlx  researcterexamiiKd  the  activities  of  Medialink.  Ux  largest  VNR 
distributor  ID  the  United  Stales.  Founded  in  1966>  Medialink.  aprivateiy<held 
con^ttD>,  is  ouixd  and  operated  by  Video  Broadcasting  Corporation.  Medialink, 
beadquarleTed  in  New  York,  has  fuil'Service  offices  in  Washington.  Chicago,  Los 
Angeles.  Dallas,  and  European  headquarters  in  London,  with  affiliates  in  Asia, 
Australia,  and  South  Africa.  The  company  has  been  described  as  having  a serious 
commitnxnl  to  cheni  service  and  has  been  establishing  itself  as  a leader  in  the  field  by 
providing  VNRs  for  the  majorit)  of  the  Fortune  500  congnnies.' 

Medialink  combines  lechnolo^aJ  innovation  with  a staff  drawn  from  the 
networks,  Cable  News  Network  (CNN).  United  Press  International  (UPI).  Visnews, 
and  local  television  news  departments  and  private  satellite  networb.  Staff  nxmbers 
also  conx  from  leading  public  relations  firms  such  as  Edelman  Worldwide  Public 
Relations,  KOI  & Knowhon  Public  Relations.  Golai/Harris  Communicaliotis,  and  other 
major  public  relations  services  congianie.s.  Medialink  services  include  VNRs.  satellite 
media  tours,  public  service  announcetnenta  (PSAs),  special  event  video  conferences. 

khs.  and  photographies. 


'delaiuLK.  (1995,  Feb.  1).  MedialinI:  hnnkinf  on  PR's  bia  picture.  Busir 
Marketing,  p.  I . Available  tnLEXIS,  Netds  Library. 
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in  addhion  to  distribining  VNRs.  in  Jsnuai>.  1 993.  Medialink  began  producing 
VNRs.  Medialink  alerts  newsrooms  of  upcoming  VNRs  through  daily  telephone  calk 
to  50  to  lOOnewstoofflsduring  wbichMedialink  staff  membem  talk  to  reporters, 
producers  and  news  directors.  Medialink  also  alerts  news  departments  through  bxes, 
conjurer  services,  such  as  CompuServe  and  Prodigy,  and  the  AP  Express  newswire, 
which  is  fed  into  about  700  newsrooms  and  all  major  domestic  network  bureaus, 
national  cable  networks,  and  local  television  stations  throughout  the  Uiuted  States. 

In  1994.  Medialink  disulbuled  about  2,000  VNRs.  an  increase  of  500  bom  the 
previous  year.  About  95  percent  of  these  VNRs  are  fed  dally  via  satellite  bom  New 
Yorkat  1:00  to  IJOp.m.  The  VNRs  are  fed  continuously  and  the  entire  feed  is 
repeated  at  least  once.  If  there  are  four  or  more  chents,  Medialink  will  use  snrelliie 
lime  until  2:00  p.m.  The  remaining  five  perceni  of  VNRs  are  fed  from  other  office 
locations.  Medlalink's  offices  in  Washingtoa  D.C.,  Los  Angeles.  Chicago,  and  Dallas 
have  the  capabilities  to  encode  and  feed  VNRs.  Medialink  normally  does  not  feed 
preplanned  VNRs  afler  3:30  or  4:00  p.m  as  this  is  the  time  when  reporters  on  the  East 
Coast  are  editing  their  eveiung  newscasts. 

To  track  VNR  airings  by  news  orgscizalious,  each  VNR  is  encoded  with  the 
electronic  code.  Sigma  fiom  Nielsen  Media  Research,  placed  on  the  vertical  blanking 
imerval(VBI)oftheteleviaion  signal.  Nielsen  scans  station  signals  for  Sigma  codes 
and  when  encoded  video  is  found  the  information  is  transmitted  back  to  Nielsen.  The 
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the  VNR.  Id  addilioD  to  ekcuonic  encoded  video  cracking.  Medialink  uses  video  clip 
scarcbes  by  BureUe,  dsutnse  eeccrches  by  Radio  TV  Rqwns.  and  their  own  follow-up 


Living  in  South  Florida,  the  researcher  worked  willi  Broadcast  Quality  in  Coral 
Cables.  The  company  records  and  mooitors  all  Florida  television  newscasts  and  public 


Broadcast  Quality  employees  conducted  a computer  search  of  the  local 
newscasts  on  four  pre-selected  Miami  television  slalioos  for  all  VNRs  distributed  by 
Medialink  fromMareh  4 to  March  29, 1906.  Video  News  Release  Daybooks, 
prepared  by  Medialink,  listed  all  VNRs  distributed  during  the  selected  time  period  and 
were  used  in  Broadcast  Quality's  coit^ter  search  for  VNRs  <see  Appendix  A). 

The  Miami  statioos  were  Channel  4 WFOR-CBS,  Channel  6 WTVJ-NBC. 
Chaanel7WSVN-FOX,andChannellOWPLG-ABC.  The  stations  were  chosen 
because  they  are  the  four  major  English-language  stations  for  Miami  (the  number  13 
market)  and  are  affiliated  with  a diffirrent  tetwork— ABC.  CBS,  NBC,  and  FOX.  All 
local  newscasts-moming.  midday,  early  evening,  and  late  evening-were  searched  for 
VNRs  listed  on  Mediahnk's  Daybooks  for  the  defined  research  period.  The  search 
inchided  33  wedtday,  13  Saturday,  and  10  Sunday  newscasts.  One  weekday  local 
eruertaiirmenl  news  program.  'Deco  Drive."  which  aired 


Iftom  7:30 10  8:00  p.n 
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Dunnd  7,  vras  &lso  included.  The  specific  stations,  tiroes,  and  days  of  the  local 
newscasts  searched  are  listed  in  Appendix  B. 


Research  Methodology 

There  were  Medialink  distributed  VNRs  which  were  aired  the  four 
stalnns  a total  ofS9  times  during  the  research  period.  The  content  of  a group  of  76 
VNRs  also  distributed  by  Medialink  front  1993  to  1996  was  analyzed.  The  group 
included  19  VNRs  listed  onMedialink's  annual  Top  Ten  Lists.  Additional  content 
data  came  from  Mediaiink's  Top  Ten  Lists  for  1988  to  1996.  Inadditioti.  the 
researcher  interviewed  several  Medialink  staff  members  at  the  Washington,  D.C.,  and 
New  York  offices  to  determine  the  methods  used  to  identify  wbat  VNR  subject  matter 
is  needed  and  used  by  news  depaitmenls 

The  VNRs  which  passed  through  television  stations'  news  department  gales 
were  analyzed  to  determine  the  subject  matter  of  successful  VNRs  and  to  identify  any 
eonmun  elements  included  in  the  video.  Personal  interviews  and  those  published  in 
academic  and  trade  journals  identified  the  methods  source  material  producers  use  to 
leam  about  news  department  behavior. 

ronlem  Armlysis  of  VNRs 

The  researcher  watched  all  VNRs  coded  as  being  used  by  one  or  more  of  the 
stations  and  the  oewscasi  segments  b which  the  VNRs  were  aired.  By  doing  so,  the 


vhere  wiihin  ihe  newscasts  the  VNRs ' 


Thelengthoriheaewssioryandthe  lengthofibeVNR  video  were  recorded.  These 
data  allowed  the  researcher  to  delenmne  if  the  VNR  was  edited  and  what  percentage 
of  the  VNR  was  used  by  the  news  department.  Video  news  rdeaaes  dstribuled  by 
Medialink  are  90  seconds  and  b-roll  is  three  imnules. 

Second,  the  researcher  noted  in  whicb  newscast  segments  the  VNRs  were 

Rories.  Forexan^le,  ifthe  health  block  was  introduced  by  a health  reporter.  identiSed 
by  graphics  such  as  ye  on  Heahh"  or  ‘Heahhcast.”  or  included  stories  about 
reducing  cholesterol,  eating  more  lomatoes,  or  new  advances  in  prostate  surgery  then 
the  segment  would  be  coded  as  "health  news." 

Finally,  the  subject  rnaner  of  the  VNR  and  common  elements  included  were 
Einalyzed  according  to  tbe  Coding  Sheet  (see  Appendix  C).  If  a VNR  was  distributed 
more  than  once,  all  newscasts  in  which  it  was  used  were  noted  under  the  first  listing. 
All  additional  distribulians  were  coded  aa  "Repeal."  Any  VNRs  not  used  by  the  four 
Miami  stations  were  coded  as  'T^o  Show,"  The  data  from  tbe  analysis  allowed  the 
researcher  to  identify  trends  about  how  and  where  wiihin  newscasts  VNRs  are  used 


and  tbe  subject  i 


sfiil  VNRs. 
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Coding  was  partly  lased  on  prior  research  from  Betkowiiz’  and  from  Davis 
and  Lee^  (see Chapter  Two).  First,  the  Title  oflhe  VNR.  its  topic,  and  whethcrlhe 
VNR  was  included  ona  Top  Ten  List  were  recorded.  The  VNR  was  viewed  and  the 
length  of  the  packnge  and/or  the  b-coU  was  noted.  If  the  VNR  was  included  in  a 
newscast,  the  length  of  the  story  along  with  the  length  of  the  VNR  video  was 
recorded.  It  was  noted  whether  the  VNR  was  edited,  bow  the  VNR  video  was  used 
(for  example,  with  a local  anchor  vDice.over  or  on-screen  identification),  and  in  which 
news  segment  the  VNR  was  aired, 

Secoitd,  the  visual  quality  (see  Chapter  3)  of  the  VNR  was  coded  as  being 
Ugh,  moderate,  or  low.'  Visual  qualhy  is  defined  as  Tiow  arresting  are  the  visuals  . . 
. gathered  about  the  issue  or  evenl?*^  Video  which  was  "Ugh  in  visual  and  dramatic 
values. "*  interesting  emotionally,  or  provoked  imagery  included  scenes  ofvioleDce, 
sexual  material,  disasters  fiist-paced  video  games  or  other  like-iechoology,  hunun 

’ BerkowTiz,  D.  (1990).  Refining  the  gatekeeping  meuphor  for  local  tatevision  news 
Journal  ofBrnwtogj-y  -nd  Electronic  Media  33-68. 

’ Davie.  W.  R.  & Lee,  J.  S.  (1993).  Sex.  violeoce,  and  consornamce/difiernlion:  An 
Quarterly.  72m.  135. 

‘Beriiowitc  Jamieson.  K.  H.  & Campbell,  K.  K.  (1992).  Intemlav  of  influence: 


Wadsworth. 


’ McManus  J.H.  (1994).  Market  Driven  Jou 


Let  the  Chgen  Beware?,  p. 


120  Thousand  Oaks  CA:  Sage  Publications 


‘Davie  & Lee. 


t often  ^wiog  burnorous  t 


enleruinmenl  fooiage  of  sum.  Hollywood,  the  music  iwlustry,  etc.' 

If  66  pncenl  or  more  of  the  VNR  video  conuioed  such  scenes  then  the  VNR 
received  a high  rsliog.  Two  euunples  ere  a dramatic  moioreycle  crash  and  footage  of 
a new  video  game.  If34  to  65  perceffl  oftbe  video  included  such  scenes,  the  VNR 
received  a moderate  rating.  One  example  included  footage  of  a search  for  houses  for 
sale  on  the  Internet.  The  video  also  included  interviews  with  consumers  and  experts. 
If  33  percent  or  less  of  the  video  contained  such  scenes,  then  it  receiwd  a low  rating. 
One  ctomple  is  video  of  medical  equipment  with  voice-over.  In  doing  such  coding, 
the  researcher  wanted  to  deteimine  the  visually  quality  of  VNRs  known  to  he 
successftil  and  ifthe  visual  quality  of  VNRs  had  changed  from  1993  to  1996. 

Third,  the  VNRs  were  coded  for  story  complexity.  Story  cott^ilexity  is  defined 
the  intricacy  of  the  topic  of  a news  story-how  much  informaiion  is  necessary  for 
the  typical  viewer  to  make  sense  of  h."*  Complex  elements  included  expert 
interviews,  techrtical  terms,  added  explanations  ofprofessionai  jargon,  etc. 

If  66  percent  or  more  of  the  VNR  conuioed  these  dements,  it  was  coded  as 
being  highly  complex.  lf34to  65  percem  oftha  VNRconlained  suchelemenis.  h was 
coded  as  being  moderately  con^lex.  [f33  percent  or  lessofihe  VNRs  contained 
these  elements,  it  was  coded  as  being  low  in  complexity. 

’Berkowitz;  Davie  & Lee;  and  McManus,  130-131. 

‘ McManus.  J.  H.  (1994).  Markel-Diiven  Ipumalism- 1 «i  ih>  t;'iig»r  R>umr>'’ 
p.l73.  Thousand  Oaks.  CA;  Sage  Pubficaiions. 


Finally,  tbe  sul^  i 


of  thfi  VNRs  was  coded  as  being  accideDl. 


mods,  and/or  lechnology  news.  Tbe  dau  allowed  cbaniog  of  sul^  malicr  trends  of 
successful  VNRs  m addition  to  mods  for  Uie  three  year  period. 


All  available  data  from  Medialink's  Top  Ten  Lists  for  1988  to  1995  were 
analyzed  to  determioe  the  subject  matter  and  the  common  elements  included  in 
successfol  VNRs.  Tbe  data  were  eoded  into  four  categories:  location  (regionaL 


listed  mukiple  times),  and  product  placements  (positive  and  negative).  Positive 
product  placements  are  those  in  which  the  product  is  reviewed  in  a fovorable  or 
neutral  manner.  Negative  product  placements  include  those  in  which,  for  eanngjle.  the 
product  is  being  recalled  or  protested  by  another  organizatioo. 

Personnl  Interviews 

Information  about  Medialink  and  the  methods  source  material  producers  use  to 
determine  what  VNR  subject  matter  and  elements  have  the  best  opporrunlty  to  be  used 
by  news  departments  was  gathered  through  personal  interviews  with  those  involved 
with  VNR  production  and  distribution.  The  researcher  asked  interviewees  15  open* 


national,  and  international),  sponsoring  organizal: 


: of  those 
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coded  questioDS  (see  Appendix  D)  with  each  interview  lasting  atoul  40  minules.  As 
inierviews  progressed  addiiionol  quealions  suggested  themselves  and  were  asked 
Four  interviews  were  conducted  during  mid<JiiDe,  1995,  at  the  Washington. 
D.C..  Mediaiink  ofEce  with  addilkmal  inibrnialion  being  gathered  via  lelephone  from 
four  interviewees  at  the  New  York  office.  To  obtain  frankness,  the  selected 
interviewees  were  promised  anan>mtiiy.  Names,  dlles.  and  positions  were  deleted 
from  the  research  document  to  follow  the  agreement  made  between  the  researcher  and 
the  selected  employees.  While  interviewees  held  positions  such  as  sales  managers, 
associate  vice  presidents,  vice  president  of  operations,  sution  lelaiions  coordinaiars, 
etc.,  all  quotes  from  Mediaiink  employees  are  referenced  by  the  following  terms, 
“Mediaiink  representative,"  “Mediaiink  siafr  member,"  “Mediaiink  statioDS  relatioRS 
staff  member,"  etc.  The  selected  employees  interviewed  had  varying  levels  of 
imporuince  and  job  duties. 


Limitalions 

One  limilalion  laced  by  the  researcher  was  the  absolute  number  ofVNRsthal 
are  produced  yearly.  It  would  have  been  ideal  to  review  over  2,000  VNRs  but  with 
the  lime  foclor  that  such  research  would  take  this  would  have  proven  to  be  an 
ImpossiNlity.  In  addilioa  Mediaiink  does  not  keep  files  of  all  VNRs  distributed.  They 
have  the  most  current  VNRs  but  not  older  ones.  Thus,  as  it  would  have  been  an  ideal 
opportunity  to  review  all  VNRs  sent,  once  again,  this  was  an  impossibility. 


V 


There  were  other  hmiuiioiB.  The  use  of  only  one  !a^e  market  being  the  most 
Dolewort}^  as  well  as  the  relatively  short  time  period  in  which  the  homogeneous 
television  stations  were  analyzed.  Fmally,  there  was  the  probleincreated  by  the  use  of 
only  one  coder. 

However,  the  VNR  content  analysis  data  coupled  wHb  previously  published 
data,  and  the  persottaJ  interviews  allowed  the  researcher  to  provide  some  answers  to 
the  research  questions.  The  study  provides  uselul  date  for  the  continued  investigation 
of  the  sutjeci  matter  and  common  elements  included  in  successful  VNIis.  In  addition, 
the  study  provides  a beginmng  for  further  research  into  the  symiholic  relationship 
between  source  material  producers  and  television  stations'  news  departments.  The 
resuhsofthis  investigation  will  be  presented  in  Chapter  4. 


CHAPTER  4 


RESULTS 

Chapter  2 reviewed  previously  published  materials.  Chapter  3 detailed  the 
melhodologies-<l)  content  analysis  of  successful  video  news  releases  (VNRs).  those 
distributed  by  Medialink.  March  4 to  March  29.  1996.  which  were  aired  on  at  least 
one  of  the  local  newscasts  of  four  Miami  English-language  television  siaiioos.  (2) 
content  analysis  of  a group  of  76  VNRs  distributed  by  Medialink  from  1993  to  1996. 
(3)cooieni  analysis  of  the  data  from  Medialink's  Top  Ten  Lists.  1988  to  1995.  and  (4) 
personal  interviews  with  VNR  source  maieriat  producers  and  distributors— used  to 
obtain  the  data  for  this  study.  The  researcher  attempted  to  answer  the  research 
questions:  ( I ) What  are  the  sul^t  matter  and  common  elements  of  successful  video 
news  releases  (VNRs).  those  which  pass  through  televisloD  slatioQs’  news  departmem 
gates?  (2)  How  do  source  materia]  producers  discover  what  VNR  sul^i  maner  and 
common  news  elements  have  the  best  opportunity  to  be  used  by  news  departments? 
Chapter  4 provides  the  resuhs  of  this  study. 
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iConlrolandliiDU 


The  amounl  of  control  and  input  that  Medialink  has  when  producing  and 
distributing  VNRs  depends  upon  diems'  needs.  Some  dieDis  biro  Medialink  to  be 
invoived  in  every  facet  &om  production  to  distiibulioiL  Others  produce  ai'house 
VNRs  or  hire  an  outside  production  bouse  and  solicit  Mediaiink  for  distributioD  only. 
When  clients  arrive  with  pre-produced  VNRs,  the  Medialink  staff  revievi^  the  VNR's 

newscast  placements. 

TbecoDtenlofVNRsmust  6t  thedefinhionofnews.  The  question.  "Is  the 
VKR  newsworlltyT' must  be  answered  in  the  affirmative.  As  most  advenisers  do  not 
have  a strong  news  background  and  ore  not  bniiliar  with  the  journalistic  objectives  of 
the  news,  they  are  usually  unaware  of  what  being  newsworthy  cneens,  eccording  to  a 
Medialink  representative.  Video  oews  releases  must  fit  the  definition  of  news,  have 
subject  mancr  that  can  be  aired  nalioaally.  include  some  of  the  con^nents  of  oews-- 
timeliness,  local  angle,  uniqueness,  and  human  inlerest.  among  others-and  have 


Keening  m Touch  with  News  Directora 
With  Medialink  staff  iKmbers  handling  over  2,000  VNRs  annually,  newsroom 
research  is  in^rtam  element  for  Medialink  and  for  clients'  overall  sitegreied 
fnerkctmg  communications  (^C)  campaign  strategy.  To  stay  cuTTenl  with  the  needs 
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of  news  directors.  Medialink's  suff  watch  newscasts  for  content  and  style  as  well  as 
watching  for  trends,  reading  trade  magazines,  and  attending  professional  conventions. 
Many  ofMedialink's  suffalso  have  a professiona]  television  news  background. 

Medialink's  station  relations  staff  is  in  daily  contact  with  televi^n  station 
news  departmeDts.  Ai^nvbere  front  50  to  100  newsrooms  receive  a phone  call.  The 
number  of  slatioas  called  de]tei^  on  which  news  dettanmeols  need  inforotation.  the 
number  of  clients  that  have  paid  for  full  notifrcalion.  end  what  feedback  Medialink 
needs.  Staff  members  talk  with  reporters,  producers,  and  news  directors  about 
upcoming  VNR  stories,  about  previous  VNKs  that  the  stations  used  or  did  not  use. 
about  the  stations'  current  story  packages  and  what  mfbmtation  the  stations  need,  and 
about  what  Medialink  can  do  to  increase  clients'  VNR  airings  during  newscasu.  Staff 
metnbem  analyze  this  information  to  determine  what  VNR  subject  maner  and  common 
elements  have  the  best  opportunity  to  be  used  by  news  departments. 

News  department  personnel  tend  to  be  receptive  and  give  feedback  about  what 
VNRs  they  liked  and  found  useful  and  which  ones  they  did  not,  according  to  a 
Medialink  represemallve.  Some  news  directors  deny  wsing  VNRs.  'll  is  against  ibeir 
priiviplee  and  they  would  never  do  it.  However,  we  have  air  checks  from  their 
slatioRS  showing  that  they  do  hi  foci  use  our  VNRs."  ssid  a Medialink  lepteseniaiive. 
The  words  *hhdeo  news  release"  also  have  become  dirty  and  cany  with  them  negative 
connotolioDS.  Instead,  VNRs  are  now  "source  materiaT  and  Medialink  lepresentatives 
are  "source  material  producers."  Thus,  news  directors  no  longer  have  to  admh  to 


using  VNRs.  instead  they  aie  only  using  source  material.  Another  term  that  is 
can  be  misleading. 

News  departments  are  also  alerted  about  upcoming  VNRs  via  &c,  wire,  and 
through  conqtiiter  services  such  as  CompuServe  and  Prodigy.  Medialink  has  an 
agreemem  with  AP  Et^ress  in  which  It  sends  advisories  about  upcoming  VNRs  via  the 
newswire  into  about  700  newsrooms,  including  all  of  the  major  domestic  network 
bureaus,  the  natioRSl  caUe  networks,  and  local  television  stations  nationwide.  News 
departmenl  personnel  can  access  ^eciSc  story  infbrinalion  &ea  of  charge  through  key 
word  searches  and  can  receive  infoimaiioo  about  all  VNRs  currently  teing  sem. 
InfbmiBlion  inchides  story  summaries,  fbolage  descriplkins.  suggested  contacts,  and 
the  dale  and  tiiTK  ofthe  satellite  feed.  Medialink’s  cHents  who  want  access  to  AP 
Express  have  to  file  through  Medialink 's  computer.  The  cost  for  cliems  ranges  from 
S950  for  one  notification  on  the  wire  to  S2.400  for  full  nolificalion.  Full  nolificalion 

includes  fivetimes  on  the  wire  and  50  phonecalls  the  morning  oftbe  feed.  Medialink 
recommends  that  if  clients  cannot  do  full  nodficalion.  lhal  they  pay  for  at  least  three 
notifications  because  it  gives  cbenis  access  to  at  least  three  difiereni  shifts  of  news 
deparmieni  personnel,  according  to  a Medialink  represeiunirve.  AP  Express  allows 
Medialiok  to  send  news  departmenl  immediate  mformation  about  upcoming  VNRs  and 
aliDiinBias  some  of  the  problems  of  faxes  not  being  received  by  the  intended  reporter 


Advmuats  Oftred  lo  Advetiisen  wfagii  Uainii  VNRa 
cws  releases  can  be  successfLiJ  (ools  as  they  allow  advenis 
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ma«ag«  gimikr  to  concurreol  conmierciai  advertising  within  an  IMC  can^aign. 
Advertisers  map  out  IMC  campaign  sutucgy  prior  to  producing  commercials  and/or 
VNRs  so  ihal  in  (be  moming  vieweis  may  see  the  cotcmetcial  and  later  that  day  the 
VNR  may  be  aired  during  the  newscast.  For  exan^le,  the  most  widety  aired  VNKs  of 
1995  were  ah  about  commercials.  The  most  used  VNR  was  about  Doritos' 1 995 
Super  Bowl  commercial  with  former  Texas  governor  Axme  Richards  and  former  New 
York  governor  Mario  Cuomo;  number  two  was  about  a Taco  Bell  commercial  with 
ShaquiUe  O'Neal  introducing  (he  company's  hard/soA  taco;  and  the  number  three 
VNR  was  about  Reebok's  Shaq  vs.  Sh^  commerciaL  Because  viewers  lend  to  pay 
more  attention  to  the  news  than  to  advertising,  advertisers  can  mote  efitciively  convey 
information  to  their  target  audiences  through  VNRs. 

Such  a strategy  can  ensure  credibility  not  only  for  the  VNR  aired  during  the 
news,  but  also  for  the  previously  seen  advertised  product.  Video  news  releases  have 
the  advantage  of  garnering  third-person  eredibiliiy  from  the  edhorial  conlera  of  the 
newscasts  in  which  they  are  used;  and,  by  being  placed  within  newscasts,  advertisers 
have  the  added  advantage  of  receiving  key  product  positioning  placements.  The 
product  can  be  legitimaiety  foatured  in  a VNR  as  the  “latest  advancement''  or  the 
"most  effective''  without  appeanng  to  be  a comnxtcial  plug.  Instead  of  increasing  or 
adding  to  audience  skepticism,  VNRs  have  the  credibility  missing  ffom  sitrolar 


within  a news-like  package,  many  viewers  may  be  unaware  of  the  story's  commercia) 
purpose.  The  nedibility  whkh  VNRa  receive  from  being  placed  within  a newscast 
may  also  be  transferred  to  the  advertiser's  commercial  messages  as  well  as  the  product 
being  featured;  thus,  enhancing  the  overall  credibility  of  the  advertiser's  IMC 

According  to  Marketer’s  Guide  to  KteHia  in  1994  over  30.  S billion  dollars 
were  spent  in  broadcast  television  advertising.  Concurreolly.  television  coimnercials 
ace  gening  shorter.  Therefore,  ^venisers  are  eotninuously  trying  to  BikI  tnore 
eSecIive  ways  to  break  through  the  chitter.  One  way  to  accon^lish  this  is  through  the 
use  of  VKRs.  Audience  members,  for  the  most  part,  pay  more  anention  to  news 
prograniniixig  than  coDsnercial  messages.  Through  the  useofVNRa.  advertisers  can 
capture  the  anention  of  viewers  and  by  being  within  a newscast,  audience  raping, 
that  is  changing  channeis  during  the  commercials,  is  reduced. 

As  discussed  in  Chapter  2,  VNRs  which  have  stories  that  are  low  in  complexify 
and  highly  appealing  visually  canincreaseaudlenceunderstandingofthemessage.  The 
VNRs,  whether  or  sot  they  are  edited  by  the  television  station's  news  departmem. 
appear  to  be  station-produced  and,  as  such,  retain  the  anentioD  of  the  audience.  Since 
according  to  previously  conducted  research,  (see  Chapter  2)  attention  is  a bener 
predictor  ofknowledge  than  exposure  the  nanr  of  the 
relation^p  of  the  product  to  its  con^etilors,  and  an  oi 


! product,  product  fealu 
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issue,  for  exuaple.  can  be  more  eSeciivety  learned  through  the  news  than  similar 
television  commercial  advertising. 

FinaDy,  VNRs  have  the  advantage  of  being  more  cost  eSective  >h«n  similar 
television  conunercio]  messages.  The  advertiser  does  not  have  to  pay  for  advertidxig 
time,  as  h is  the  news  organization's  decision  to  use  some  or  all  of  the  VNR  during  the 
oewscasL  In  1995.  the  cost  ofa  smgie  ifairty'Second  on  pTime*time  network 
television  was  almost  $100,000.  Thirty-second  commercials  placed  during  highly 
rated  prime-time  programs  may  cost  upwards  to  $450,000  and  similar  spots  placed 
during  the  Superbowl  cosl  $1,2  million.  Video  news  releases  cost  an  advertiser, 
depending  on  the  complexity  of  tbe  VNK.  about  $15,000  to  $25,000  for  production, 
$6,000  for  distribution,  and  $950  to  $2400  for  station  notiScation. 

Advertisers  not  only  save  money  by  producing  and  distributing  VNKs,  but  also 
have  an  attentive  audience  which  view  VNRs  within  newscasts  as  being  more  credible 
than  similar  lelewlon  commercial  advertisements.  Through  the  use  of  VNRs, 
advertisers  can  heighten  the  possitclify  that  viewat  knowledge  about  their  products, 
product  feeiures,  end  relationship  to  corr^thors  will  be  increased.  Thus,  VNRs 
augment  and  mcrease  tbe  e&cliveness  of  IMC  canpaigns. 
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Conmon  ElemralsofVNRs 

Regardless  of  wbelher  a VNR  is  pan  of  a preplanned  IMC  smuegy  or  an 
immediate  response  to  an  unpbiuied  event,  il  hasto  csich  the  anenlionofihe 
television  station’s  news  department  personnel. 

The  VNR  must  be  newsworthy.  Ifit  does  not  contain  any  newsworthy 
elemeou,  tbe  VNR  will  not  be  used.  All  of  the  VNRs  reviewed  on  Medialink's  Top 
Ten  Lists  for  I9S8  to  I99S  (see  Appendix  E)  seemed  to  contain  a news  hook.  Tbe 
only  VNRs  available  for  actual  examination  were  nine  of  tbe  1993  Top  Ten  and  all  of 
the  199STopTeo(5eeAppendixF).  The  resultsof  the  content  analysis  oftbese 
VNRs  are  discussed  later  in  this  ch^er. 

News  book  was  defined  as  'Ihe  aspect  of  a news  event  ...  that  makes  it 
newsworthy;  the  angle  of  the  story  on  which  tbe  lead  will  (e  based."'  For  axangtie. 
the  number  one  VNR  in  1990,  with  a viewing  audience  of  81. 2 million,  was  the  Siar- 
Kist  Dolphin  safe  runa  about  tbe  arrival  of  Star  Klst's  first  S.OOOcans  of  dolphin-safe 
tuna.  "There  is  environmental  news,  consumer  news,  and  business  news,  but  everyone 
wanted  to  talk  about  a dolphin  in  your  tuna.  It  was  huge;  it  was  everywhere. 

Everyone  carried  tbe  story,"  said  a Medialink  staff  member.  This  year  [1993]  our 
biggie  has  been  the  World  Wrestling  Federatioo  with  tbe  Times  Square  mateb-off.  We 
all  shake  our  beads  thinking  no  way,  but  tbe  WWF  has  a huge  following.  It  is 


' Broussard,  E.  J.  & Holgate,  J.  F.  (1982).  Wriim.. 
p.  17.  New  York;  Macmillan  Puhlidiing  Co. 


eveiywbere  in  ibt  U.S.”  The  VNR  about  Wreslkmania  XI  was  Dumber  six  with  an 
audience  of  56.2  million  on  Medializik’s  1995  Top  Ten  List- 

By  inchidmg  a oewsworthy  ekftenl,  VNRs  can  even  be  about  ibe  leleviaioD 
commercials  they  are  suppose  lo  augment.  For  example,  if  a television  commercial  is 
advanced  technically  or  has  a timous  spokesperson,  then  a newsworthy  VNR  can  be 
produced.  Prior  to  major  events,  especially  sports-related  evetiU.  VNRs  about  the 
commercial  line-up  are  produced  and  distribuied.  There  are  two  reasons  for  this— first. 

XXIX,  1995,  fbnner  Texas  governor  Anne  Richards  and  former  New  Yo^  governor 
Mario  Cuomo,  were  featured  in  Dortto  Tortilla  chip  advertising.  The  ads  were 
packaged  imo  a VNR.  Besides  being  newsworthy  as  a Superbowt  commercial,  the  ads 

lo  do  a commetcial"  said  a Medialink  representaiive. 

Video  news  releases  must  Include  visually  appealing  video  (as  defined  in 
Chapter  3).  Television  is  a visual  medium  and  to  pass  ibraugh  television  sutions' 
news  department  gates,  the  VNR  must  have  emotionally-charged  and/or  dramatic 
video.  If  the  VNR  does  oot  have  video  that  news  departments  can  use  then  the  VNR 
will  most  Ukety  be  rejected. 

Thus,  to  be  considered  by  television  stslions'  news  departments.  VNRs  must 
be  newsworthy,  bold  tbe  attention  of  news  dejssttmeni  personnel,  ond  have 


t visually 


appealing  video.  Cunentl>.  according  tc 
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0 Medialink  represeolalives,  news  depanmenla 
warn  VNRa  about  medical,  eonsunier,  woinen's  heahh.  children,  or  technological 
topica.  The  news  book  must  also  be  relevani  and  ofntteresi  to  viewers  and  as  such  a 
human  interest  angle  ^uld  be  included  if  possible. 

Whether  all  of  any  part  of  the  VNR  Is  used,  Medialink  encourages  stations  to 
balance  conleni.  '^bviou^  ctienis  are  coming  fromone  side  ofUie  issue.  Itisihe 
station’s  responsibility  to  balance  h and  to  check  sources.”  added  a Medialink 
representative.  The  station  dtould  know  tlw  provider  of  the  video  as  the  advertiser  is 
indicated  on  the  video  plates  at  the  beginning  of  the  VNR  and  on  all  of  the  written 

While  VNRs  may  be  btemalional.  nBlkmal.  regional,  or  local  stories,  90 
percent  of  the  VNKs  distributed  'Oj  Medialink  are  national.  If  an  advertiser  wants  a 
solely  local  approach,  it  is  more  likely  that  the  advertiser  will  produce  the  VNR 
through  its  miemal  IMC  department  and  distribuie  the  VNR  on  videotape.  However 
if  a clieol  requests  it,  Medialink  wiU  distribute  VNRs  on  videotape,  but  the  majority  of 
the  or^uioaiioa's  business  is  VNR  distribution  via  satellite  and  os  such  the  VNRs 
must  appeal  to  audiences  around  the  country. 

Of  the  80  VNRs  inchided  in  Mediahck's  Top  Ten  Lists  from  1988  to  1995.69 
had  natiotwl  appeal  (see  Table  4>1).  Of  the  remainlcg  VNRs,  ten  were  mtematioRal 
stories  and  one  VNR  was  a regional  story  about  a Little  League  baseball  team 
overcoming  etctretne  disaster. 


Table  4-1 


Number  ofVNRs  wiUiNalioRal  Appeal 


1988  1989  1990  1991  1992  1993  1994  I99S 

0)  (8)  (7)  (9)  (10)  (9)  (9)  (10) 
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Rsglooal  stories  whhoul  a natioiuJ  focus  will  not  be  used  ^ es  many  leievisioD 
stations'  news  dcpttrtmeots  as  those  VNRs  that  have  a oational  focus.  However,  while 
success  can  be  itcasured  by  exposures,  it  must  also  be  measured  geographically.  If  the 
advertiser  is  only  targeting  specific  regions,  then  success  is  defined  not  only  as  being 
the  number  ten  VNR  for  1992,  but  the  exposures  generated  in  the  targeted  region. 

For  exatr^lc  COMBAT  produced  a VKR  about  ibe  finale  for  ibe  world's  largest  roach 
and  most  imaginatively  clad  roach  contest.  According  to  Medialinh  employees, 
COMBAT  representatives  were  very  pleased  with  the  success  of  the  VNR. 

The  researcher  identified  the  name,  type,  and  size  of  those  organizations  ihsl 
bad  multiple  VNR  listings  in  Mediaiinh's  Top  Ten  Lists  from  1988  to  1995.  Disney 
had  the  most  whh  six  and  Pepsi  was  second  with  four  VNRs.  McDonald's.  Neiman 
Marcus,  and  Tune  Warner  had  three  listings  eadi.  The  remaining  companies  were 
listed  on  MediaHok's  Top  Ten  Lists  one  or  two  times.  Both  Disney  and  McDonald's 
listings  included  national  and  iniemalioiial  storks.  For  exaiiqtle.  a VNR  about  the  first 
Disney  Film  Festival  in  the  Soviet  Union  ranked  fourth,  with  56.7  million  viewers  in 
1988.  McDonald's  had  a VNR  about  the  company's  first  restaurant  in  the  Soviet 
Union.  The  VNR  ranked  sixlb  b 1990  with  25.3  million  viewers. 

The  VNRs  listed  on  Mediatmk's  Top  Ten  Lists  were  analyzed  for  product 
menlbns.  Of  the  80, 65  comabed  some  type  of  product  placemeni.  Om  ofibosethai 
had  some  type  of  product  mention  only  five  conlebed  negative  information  about  the 
product  featured  b the  VNR.  Three  of  the  negative  VNRs  were  for  product  recoils, 


I prolesi  against  Prozac,  and  the  last  i 


produced  by  Pepsi  during  a syringe  lanqienng  hoax.  In  1 993,  Pepsi  uanled  viewers  (o 
know  thal  h was  doing  everything  possible  to  protect  consumers  from  finding  syringes 
in  Pepsi-Cola  cans.  Then  Pepsi  alened  the  public  that  evidence  had  been  discovered 
that  syringes  originally  found  were  part  of  a pre&bricated  hoax. 

As  stations  canuseVNR  content  vrithout  restrictions,  a story  might  be  used  in 
a negative  Hght.  However.  haven't  seen  a story  where  a journalist  has  taken  a good 

reporter  says  bow  can  [ do  an  investigative  ^in  on  this.  That’s  not  usually  what 
they're  afier,"  said  a Medialink  slalions  relations  staff  member. 

Some  VNRs.  though,  do  have  a negative  impact.  One  instance  is  vdiere  there 
is  an  obvious  negative  use  for  the  VNR  tjy  starions.  For  example,  a 1995  VNR  about 
OJ.  Simpson’s  exercise  video  for  men  was  distributed  at  the  same  time  be  was  being 
tried  for  murder.  Simpson  had  claimed  in  the  trial  that  he  hod  arthritis,  which  made  it 
inqwssible  for  him  to  have  cornmitled  such  a crime. 

A second  negative  slant  happens  when  a positive  VNR  may  take  on  a negative 
focus  because  ofunforeseen  circumstances.  One  VNR  which  Medialink  disiribuied  in 
1 994  promoted  U.S.  Air's  new  business  class.  The  VNR  was  sent  the  afternoon  a 
U.S.  Air  plane  crashed  in  Phlsburgb.  The  VNR  was  used  in  wluch  stations  were 
reporting  “^.S.  Air  had  some  good  news  for  us  today,  but  this  is  what  happened."  said 


c.  While  the  VNR  was  used,  ibe  posillve  focus  of  ibe  i 


business  class  took  on  a negative  twist  heraiisf  of  the  crash. 


News  departments  are  using  VNRs  and  every  year  Medialink  distributes  an 
increasing  number  of  VNRs.  In  1 994,  Medialink  distributed  about  2.000  VNRs,  an 

VNRs."  said  a Medialink  representative.  A significant  factor  is  the  economic 
condhians  affeciiag  television  news  stations,  as  discussed  in  Chapter  1 . 

An  explanation  for  the  steady  increase  in  the  number  of  VNRs  distributed  is 
that  news  departments  have  increased  the  daily  number  of  hours  of  news.  Stations 
have  more  time  to  fill  artd  thus  an  increased  need  for  news  stories.  This  increase  in 
news  programming  is  advantageous  for  advertisers  as  stauons  have  a need  Ibr  more 
VNRs  and  advertisers  are  likely  to  reach  diflereut  audiences  viewing  newscasts  during 
different  daypans,  such  as  morning,  midday,  early  evening,  or  late  evening. 

The  latest  trend  is  far  stations  to  repackage  VNRs  fiotn  the  previous  evening’s 
newscastsfbr  theearly  numingdJO.  S:00,  or  5:30ami.  news.  They  take  a VNR 
that  mi^l  have  aired  on  the  1 1 KKl  news  and  repackage  h for  the  earfy  morning 
breakfast  shows,"  said  a Medialink  staff'  member.  "We  have  a lot  of  early  morning 
usages  now  because  they  tend  to  be  the  newscasts  that  need  more  stories.  Stations 
also  need  more  feature  stories  to  keep  people's  attention."  While  early  morning  usage 
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has  mcressed  in  the  las  three  years  with  the  creation  of  early  morning  newscasts,  the 
majority  of  VMRs  are  still  used  in  the  early  and  late  evening  news,  according  to  a 
Medialink  representative. 

The  average  reported  usage  is  about  30  to  40  seconds  used  within  a 90*second 
edited  package.  “The  shortest  span  I've  ever  seen  has  been  two  seconds.  Therearea 
iot  of  questions  t^n  you  have  a report  coming  back  that  a statioo  used  two  or  three 
seconds  for  your  video.  You  try  to  imagine  what  did  they  use,  but  Nielsen  does  stand 
by  those  airings."  said  a Medialink  station  relations  staff  member.  Mon  of  the  nations 
that  use  VNRs  edit  them,  according  to  a Medialink  represemative,  because  stations 
are  trying  to  mainlain  their  local  Identity.  The  news  departments  want  their  audiences 
to  recognize  their  style.  While  h is  up  to  the  station's  discretion  to  ideoliiy  any  VNR 
footage  that  is  used,  most  do  not,  said  a Medialink  repfesemalive.  “There  is  a station 
in  San  Diego  and  when  1 see  their  air  checks,  they  always  use 'provided  by  Medialink.' 
That  is  the  only  slatioo  that  I've  seen  do  it  consisleruly.'' 

Medialink  recommends  that  advertisers  send  a 90-second  VNR  package  with 
accon^anying  b-roU  and  sound  biles.  But  this  is  not  always  possible  especially  with 
uaecpecled  press  conferences.  For  example,  if  the  press  confeieoce  ends  at  1 1 :30  a-m. 
and  the  piece  must  be  fed  at  2:30  or  3:00  p.m..  there  may  not  be  enough  rinse  to  put  a 
package  together,  is  this  scenario,  only  b-roU  would  be  fed  to  stations. 

A second  option  for  sdvenisers  is  “Newsworthy."  a weekly,  nationally 
syndicaied  televisionnewsmagazine.  The  program  has  a typical  oewsmogazine  formfit 
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with  BD  DDchor  leom  and  specialized  reporters.  '94ewswonhy"  is  promoted  as  a video 
news  journal  of  Axnericaji  business  and  airsonly  client  VNRs.  The  con^leie  VNR 
package  Is  aired,  and  ^teo  there  is  no  package,  the  reporters  edit  40  to  SO  seconds  of 
b'roll  to  make  a story.  In  addition,  part  oflbe  b-roU  may  be  used  as  the  teaser.  The 
VNRs  are  presented  as  news  stories  and  are  not  identified  except  in  the  credits  wttb 
the  corporation's  name.  T^ewsworthy"  is  just  another  means  of  getting  around 
commercial  advertising  while  still  using  televisian.  a Medinlink  stafi* member  remarked. 

Tbe  reason  I love  'Newsworthy."'  said  a Medialink  representative,  “is  that  I 
knowthal  ifastory  is  reallybad  then  at  least  lean  fallback  on  the  newsmagazine.  1 
know  that  clients  wUI  start  to  see  stations  on  the  reports  rather  then  just  a note  saying 
nothing  this  week.  We  can  report  to  clients  that  these  stations  aired  "Newsworthy" 
and  at  least  600.000  people  saw  their  story"  (see  Appendix  C). 


Medialink  is  ultimately  responsible  to  two  clients.  The  first  is  the  advertisers 
who  pay  Medialink  for  the  con^ony's  services.  The  second  client  is  the  news 
organizations. 

Advertiseis 

Advertisers  want  to  have  news  placements  and  achieve  their  VNR  objectives 
which  may  tc  crisis  communications,  product  posttioning.  corporate  imagining,  or 


product  recalls.  1 do  a k>l  of  work  for  MCI  and  their  goal  is  obvious— they  want 
more  people  to  use  their  service.  MCI  is  using  VNBs  to  position  itself  in  the  market 
as  your  muhi-service  communkaiions  coo^ony.  Thar  is  the  way  they  choose  to  use 
VNRs;  whereas,  ATdiT  uses  their  coixununicatioQS  department  to  push  their  image  of 
being  the  granddaddy  of  long  distance,"  a Medialink  representative  said. 

Other  advertisers,  while  they  might  receive  national  coverage,  are  primarily 
inreresred  in  reaching  specific  regional  areas.  For  exanqrle,  COhffiAT  Roach  Control 
Syslem's  VNR  was  distrfinned  narionalJy  and  made  Mediallnk's  Top  Ten  VNR  list  for 
1992.  However,  the  company,  while  pleosed  with  national  exposure,  had  five  stales 
t^re  it  wanted  to  increase  sales.  Their  VNR  augmented  current  advertising  targeted 
to  their  market  in  these  states,  according  to  a Medialink  representative. 

Non-profits  can  also  reach  goals  through  VNR  usage.  With  their  VNRs  for 
Thrill  Day,  an  event  held  by  the  American  Red  Cross  and  attended  by  President  BUI 
CliMon,  Elizabeth  Dole,  and  actress  Lmda  Carter,  the  not-for-profit  organiZBtlon  saw 
an  increase  in  the  number  of  volunteers.  The  VNRs  were  used  to  augment  public 
service  announcemems  (PSAs)  rather  than  commercial  advertising.  By  using  VNRs, 
Ha^t  for  Humanity  achieved  increased  name  recognitioD  and  acknowladgment  for 
their  California  project  where  they  buOt  six  homes  m Los  Angeles  in  three  days. 

The  Consumer  Protection  Safety  Commission  (CPSC)  has  inchided  in  their 
requiremenu  Ihol  television  be  used  when  products  are  recalled:  thus.  VNRs  msy  be 
produced.  Two  such  VNRs  made  ibe  Medialink's  1992  top  tenlist.  Onewasfora 


COSCO  loddJer  bed  lhal  was  recalled  because  children  were  getting  caught  in  the  slals 
and  Ibe  other  was  for  the  recall  of  the  cradle  portion  ofCoDverta-CniUe  by  Grace 
Children’s  Products,  loc. 


Stations 

Medialink's  second  client  is  the  stations.  "We're  really  slaves  to  the  stations. 
We  have  to  keep  in  our  wind  at  all  times  that  they  are  our  chenls.  They're  our 
consumers,"  said  a Medlalink  representative.  Through  phone  calls,  surveys,  and 
reviewing  current  trends,  Medialink's  statioits  relations  staff  try  to  understand  what 
news  departments  need.  Many  ofMedialink'semployees  have  a news  hackground. 
The  objective  is  to  find  tbe  medium  between  what  the  paying  clients  want  to  get  on  the 

Medialirtk  promotes  free  and  unrestricted  use  ofVNRs  to  news  organizations. 

con^tftiorL  and  tbe  availability  of  broadcast  technology,  VNPs  are  the  ahemative  to 
sending  reporters  artd  crew^  to  cover  certain  stories  Since  tbe  networks  are 
weakening  in  their  control  over  tbe  local  affiliates.'  the  affUiales  cao  utilize  other 
sources  of  news  such  as  regional  news  networks  and  VNRs.  With  such  sources, 


'Owen.A.R.  (1992).  Salelirle  newsaalhering:  The  evolvina  relalioitshin  between  tbe 
use  of  SNG  lechonologN  aiul  a television  station's  local  news.  Unpublished 
master’s  thesis.  University  of  Florida,  Gainesville,  FL. 
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viewers  and  advertising  dollars.  "From  tbe  siatioD  stauipoiiu  the  most  welcomed 
sulgecu  are  medical,  consumer,  women's  health,  children,  ami  technology.''  said  a 
Medialink  staff  member.  Since  VNRs  are  distrihuted  free  to  news  deportments.  VN1U 
are  one  vey  m which  stations  can  increase  their  con^tiliveness  without  spending 
dollars  from  their  budget. 


Content  Analysis  of  VNRs 

The  researcher  analyzed  the  content  of  VNRs.  distributed  March  4 to  March 
29. 1996.  by  Medialink  which  were  aired  on  local  Miami  newscasts  on  Channel  4 
WFOR-CBS,  Channel  6 WTVJ-NBC.  Channel  7 WSVN-FOX  and  Channel  10 
WPLG-ABC.  All  local  newscasts  on  the  stations  were  searched  for  the  distributed 
VNRs  by  Broadcast  Quality  employees  with  counters.  The  search  period  was  one 
week  for  each  VNR.  Tbe  week  period  began  on  the  date  the  VNR  was  disutbuied 
according  to  MadiaUnk  VNR  Daybooks.  The  newscasu  in  which  VNRs  were  found 
are  listed  in  Appendix  H.  Inaddilioa  the  researcher  analyzed  the  content  ofa  group 
of76  VNRs  distributed  from  1993  to  1996by  Mediahnk.  Nineteen  of  tbe  VNRs  were 
inchided  on  Medialink's  annual  Top  Ten  Lists. 

A total  of  101  VNRs  were  distributed  by  Medialink  during  the  teseaiuh  period. 
Thirty-four  different  VNRs  were  aired  by  one  or  more  of  the  four  Miami  television 


statioDS  for  a total  of  89  airings  (see  Appendix  I).  Of  those  aired,  all ' 
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aboul  thrc«*fburths  of  Ihe  actual  news  package  contained  footage  from  the  VNR 
package  or  b-ioU.  Generally,  the  anchor  or  reporter  would  introdiice  the  story,  the 
station  would  go  to  video,  and  then  return  to  the  anchor  or  reporter  for  another 
coimDent.  This  gave  the  stories  a local  look  and  feel 

Table  4-2  provides  a listing  of  the  newscasts  in  which  the  VKRs  were  aired. 

VNRs  were  used  on  “Deco  Drive.''  a local  enlertaounent  news  program,  aired  from 
7:00  to  7:30. 

VNK  usage  was  also  analyzed  individually  for  each  station  (see  Table  4-3  & 
Table  4-4),  Channel  4.  t^iich  has  sbc  weekday  newscasts,  aired  the  most  VNTts,  26. 
AUofthe  VNRs  were  used  during  the  weekday  newscasts  with  none  being  used  on  the 
weekend.  Channel  6,  which  has  eight  weekday  newscasts,  was  second  with  22  VNRs. 
One  was  aired  during  a Saturday  newscast  and  the  rest  were  aired  during  the  weekday 
news.  Channel  7,  which  has  the  most  weekday  scheduled  newscasts,  13.  aired  only  17 
VNRs.  Three  VNRs  were  aired  during  weekend  newscasts  aisd  the  refraining  VNRs 
were  aired  during  the  weekday  newscasts.  '‘Deco  Drive"  was  coded  separately.  Nine 
VNRs  were  used  during  this  local  news  entertainmeffl  show.  Channel  10,  udiich  has 
ax  weekday  newscasts,  used  a total  of  I S VNRs  during  these  newscasts.  Of  all  the 
VNRs  aired.  93  percent  were  used  during  the  weekday  newscasts. 


Table  4-2 


VKR  Usage  by  Newscast 


5:30-  6:00-  12^10-  12:00-5:00-  5:30-  6:00-  6:30-  7:00-  10:00-  11:00- 
6:00  7:00  1:00  12  J 0 5:30  6:00  6:30  7:00  7:30  11:00  11:30 
(6)  (5)  (11)  (6)  (15)  (17)  (3)  (2)  (9)  (7)  (8) 


Table  4-3 


VNR  Usage  by  Station 


Deco  Drive  GilO 

(9)  (15) 


Table  4-4 


Percentage  ofVNRs  Aired  on  Speci6c  Days 


Moil  Tues.  Wed.  Thurs.  FrL  Sal.  Sun. 

(35H)  (26W)  (23%)  (3%)  (9%)  (3%)  (1%) 
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Of  ihe  34  diSercnl  VNRs  which  were  aired  on  the  four  Miami  slalions.  all  bur 
two  had  a nalional  focus.  Two  had  an  ioieniational  focus:  a VNR  about  a Cbina- 
Taiwan  standoff  (March  ISMediolinli  Daybook)  and  Michael  Jaclcsoo's 
anoouncetaeDl  of  a new  joint  business  veoiure  with  HRH  Prince  Alwaleed  of  Saudi 
Arabia  (March  19  Medialink  Daybook). 

All  of  the  VNRs  coded  had  high  to  moderate  visual  quabty  (as  defined  in 
Chapter  3)  and  were  moderate  ro  low  in  story  complexity.  One  example,  of  a VKR 
with  high  visual  quality  and  low  story  con^lexity  was  a story  of  model  Anna  Nicole 
Smith's  nevet'before-seen  nude  photos  published  in  Penthouse  (March  4 Medialink 
Daybook).  Photos  (censored)  of  Smilb  along  with  video  promoted  the  April  edition  of 
ibemagoane.  "Descent  fl"  isanolherexan^le  ofhigh  visual  quality  with  a topic  bw 
in  complexiry  (March  6 Medialink  Daybook).  The  video  lakes  a player  through  a 
sairgilingofOescenin,"  a high-tech  conqniter  game,  and  the  audio  discusses  vdiy 
this  game  is  fim  and  chalienging.  Video  news  releases  about  ibe  Idltarod  had  video 
with  moderate  visual  quality  and  subject  matter  moderate  in  corr^lexity.  The  video 
shows  dogs  pulling  sleds  and  the  musber  ehher  riding  on  the  sled  or  running  behind. 
The  voice-over  tells  viewers  briefiy  about  the  histoiy  of  tbe  "race  for  life"  and  the 
current  standings  for  1996  (March  4 Medialink  Daybook). 

The  VNRs'  subject  inaner  biduded  enleitaininenl  news,  consumer  news, 
health  mfbrmation,  technological  mfbrmatlon,  or  sports  news.  Only  two  VNRs  did 
not  fit  within  these  categories.  One  was  coded  as  being  an  accident.  During  a world 


102 


record  motorcycle  jump  eiiempt.  stunt  driver  Butch  Uswell  artett^ed  a tan^to- 
ramp  leap  over  Ibe  JS-foot  Oasis  Skyualk  Bridge.  Because  ofbigh  winds,  he  missed 
the  knding  rac^,  crashed,  and  died  (March  1 1 Medialink  Daybook).  The  second 
“diSerent”VNR,"TaiwaiL  The  Road  to  Democracy,"  was  about  tensions  between 
China  and  Taiwan  winch  described  the  historical  relationship  behind  the  crisis.  The 
VNR  was  coded  as  inlemuional. 

Slalicins  aired  VNRs  during  specified  new  segments  For  exaiqrie,  a VNR 
about  Food  and  Drug  Adminislratioo  (FDA)  approval  of  Breathe  Right  Nasal  Strips 
(March  6 Medialink  Daybook)  was  aired  during  "Eye  on  Henhh'  on  Channel  1 0. 
Michael  Jackson's  announcement  of  a joint  business  venture  with  Prince  Alwaleed  of 
Saudi  Arabia  was  aired  during  the  emertainmem  news  segments  on  Channels  4, 6,  and 
7 and  during  “Eye  on  People"  on  Channel  10. 

Ten  of  the  89  VNR  eirings  on  the  newscasts  inchided  inlerviews  with 
consumers  or  etqterts.  A VNR  about  bouse-huating  on  the  World  Wide  Web  had 
interviews  with  saiisSed  consumers  (March  5 Medialink  Daybook).  "Sparking  a 
Revolution,"  e VNR  ^ul  techrtology  enabling  a car  to  become  an  emergency 
generator  tbr  the  bome,  used  interviews  with  experts  explaining  the  technological 
aspects  io  simplistic  lenns,  and  with  aiis&ed  consumers  (March  5 Medialink 
Daybook).  Most  of  tbe  VNRs  showed  a user  etijoying  the  product  or  applying  the 
infonnalioD  or  product  faatuied  in  tbe  VNR.  For  exangile,  tbe  results  of  new 
cbolesierol-lowEring  research  by  American  College  of  Cardiology  reaffirmed  tbe 
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clinical  beneOls  of  lowering  choleSeroi  in  people  with  coronary  bean  disease  (CHD). 
Tbe  VNR's  narration  described  the  research  while  the  video  showed  qjpropriate  food, 
consumers  enjoying  tbe  food,  or  having  fiin  exercisiitg  (March  26  Medialink 
Daybook). 

Some  of  tbe  VNKs  augmented  IMC  campaigns.  OneVNRloldofAmtrak's 
*^xplore  America  Fare"  a cost.,conscious  new  travel  program  (March  8 Medialink 
Daybook).  Another  VNR  told  ofa  new  commercial  campaign,  Andre  Agassi  '*Does 
the  Dew,"  featuring  scenes  of  tbe  tennis  superstar  bungee  jumping  from  a helicopter, 
rappellmg  bead-first  over  a clifil  "sky  skiing”  behind  an  airplane,  and  rollerblading  over 
desert  canyons.  The  VNR  included  footage  of  the  commercial  (March  1 1 Medialink 
Daybook). 

Perhaps,  tbe  most  interesting  use  ofa  VNR  as  part  of  an  IMC  campaign  was 
by  Taco  Bell.  The  company  '‘announced"  that  due  to  the  federal  debs,  the  company 
had  purchased  the  Liberty  Bell  and  renamed  H the  Taco  Liberty  Elell.  Tbe  Bell  would 
be  moved  to  Taco  Bell  headquarters  for  display.  Taco  Bell  made  ibis  announcement 
in  foil-page  ads  purchased  in  eight  large  newspapers,  such  as  tbe  Waehinprnn  Pn<r  and 
Tbe  New  York  Times.  Tbe  announcement  was  a pseudo-evem  designed  as  an  April 
Fool'sjoke  (March  29  Medialink  Daybook).  Seven  of  tbe  eight  Miami  airings  were  on 
April  1,  and  the  other  on  April  2.  Tbe  pseudo-event  caused  fiinber  discussion  on  each 
of  the  four  Mrami  stations;  one  airchor  described  tbe  anDouncement  "a  very  clever 


rkeliog  strategy.'' 


The  group  of  76  VNRs  distributed  by  Medialink,  1M3  to  1M6,  were  of  similar 
subject  matter  as  aired  on  the  fbur  Miami  stations.  The  VNRs  had  a national  focus 
and  were  about  entertainment  news,  consumer  news,  beaJtb'related  projects,  product- 
related  infbrmaiion,  special  events,  or  technology.  Examinalion  of  VNKs  from  1993 
to  1996  found  evidence  that  tbe  VNRs  are  becoming  moreproduct-orienied.  This 
seems  to  indicate  a trend  away  from  ibe  more  tradhional  use  ofVNRs  as  strictly  public 
relations  tools.  Advertisers  are  using  VNRs  in  their  IMC  campaign  strategies  and  this 
is  being  reffected  in  VNR  sulked  matter.  The  later  VNRs  were  rated  higher  in  visual 
quality  and  lower  In  story  con^letdry.  For  example,  the  top  three  VNRs  of  1993  were 
about  Pepsi  Product  Taxt^ering,  Fuskto  Energy  Research,  and  Tinx-Wamer/U.S. 

West  Information  Superhighway  Venture.  All  were  coded  as  being  low  to  moderate  in 
visual  quality  and  moderate  to  high  in  story  complexity.  In  1995,  the  top  three  VNRs 
were  about  the  Doritos  1995  Super  Bowl  Commercial,  the  Taco  Bell  Shaquille  O'Neal 
Commercial,  and  the  Reebok  Shaq  V9.  Shaq  Commercial.  All  were  coded  as  being 
high  in  visual  quality  and  Inw  in  story  complexity. 

Based  upon  the  resiths  of(l)  the  content  analysis  of  successful  VNRs. 
specifrcally  those  VNRs  distributed  by  Mediallok.  March  4 to  March  29,  1996,  which 
were  aired  on  at  least  one  of  the  local  newscasts  of  four  Miami  English-language 
lelevisioD  stations,  (2)  the  coniem  analysis  of  a group  of  76  VNRs  distributed  by 
Mediahnk  from  1993  to  1996,  (3)  the  content  analysis  of  the  data  from  Medialink's 
TopTenLislsfbr  19S8  to  1995.  and  (4)  personal  interviews  with  VNR  source 
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material  producers  and  dislributois,  the  researcher  alienated  lo  answer  the  research 
questions.  The  two  research  questions  bclude  (I)  what  are  the  sul^ccl  inatler  and 
common  elements  of  successful  VhfRs,  those  ^lich  pass  through  television  stations* 
news  department  gates?  and  (2)  how  do  souee  material  producers  discover  what 
VNH  subject  matter  and  comnun  news  elements  have  the  best  opportunity  to  be  used 
news  departments?  Chapter  4 provided  the  results  oftbe  research.  Chapterdwill 
address  the  answeri  to  the  research  questions  and  present  the  conclurions  of  the  snidy. 


CHAPTERS 


SUMMARY  AND  CONCLUSIONS 


In  Chapter  4 the  researcber  presemed  the  resuhs  from  (1)  the  conten  analysis 
of  successful  video  news  releases  (VNRs).  specifically  those  VNRa  distributed  by 
Medioliok.  March  4 to  March  29, 1996,  aired  on  at  least  one  of  the  local  newscasts  of 
four  Miami  English-language  television  stations,  (2}  the  conietil  analysis  of  a group  of 
76  VNRs  distributed  by  Medialink  from  1993  to  1996.  (3)  the  content  analysis  of  (he 
data  froniMedialink's  Top  Ten  Lists,  I98Sto  1995.  and(4)  personal  interviews  with 
VNR  source  material  producers  and  distributors.  The  resulting  data  provided  a 
foundation  for  determining  the  answers  to  (he  two  research  questions  (1)  what  are  the 
subject  matter  and  common  elements  of  successful  VNRa,  those  which  pass  through 
television  stations'  news  department  gates?  and  (2J  bow  do  source  malarial  producers 
discover  what  VNR  subject  matter  and  comnun  news  eieraems  have  the  best 
oppoiTuaity  to  be  used  by  news  departments?  This  charter  provides  the  answers  to 
the  research  questions  and  presents  the  concluriorts  of  this  study. 
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Summary 

Video  news  releases  are  produced  by  outside  Brms,  koown  as  source  malerial 
producers,  and  distributed  to  news  organizalioiis  via  mail  courier,  or  by  salellhe  feed. 
News  departments  are  alerted  to  upcoixiiog  VNRs  through  wire  or  computer  services. 
&ces,  and  pbone  calls.  Regardless  ofhownews  organizations  receive  VNRs,  it  is  up 
to  the  news  depamoeal  to  deckle  bow  to  use  them.  The  annual  number  of  VNRs 
produced  and  aired  has  increased  since  the  mid-1980s  when  approaimalely  500  VNRs 
were  produced.'  Cunenlly  the  number  ofVNRs  produced  is  about  S.OOO  and  this 
number  is  expected  to  increase.* 

Video  news  releases  can  be  successlul  integrated  marketing  commuxiication 
(IMC)  tools.  First.  VNRs  ate  more  cost  eCRcieni  than  comparable  commercials. 
Advertisers  can  create  a news  story  from  their  message  and  di»ibule  it  to  news 
or^nlzBlions  rather  than  having  to  spend  thousands  of  dollars  producing  and  buying 
television  commercial  time.  In  1995,  the  total  cost  fora  single  thirty  second  prime- 
lime  network  television  commerchd  averaged  S97.200.’  The  production  cost  for  a 
congtorable  VNR  ranged  fiom  approximately  515,000  to  525,000  with  distribution 


'Boucher.  G.  <1995,  June  6).  Newport  PR  firm  lakes  visibility  to  new  heights; 

publicity:  Peiri  Pharris  Productions  uses  video  news  rckases  to  get  cliems  TV 
coverage.  Ins  Anyctes  Times.  Orange  County  Edition,  p.  Dl. 

^OwetuA.  <1995, June).  [InierviewwhbaMediaHnkrepresentative]. 

’RubekC.  <1995, March).  Some  cute  super  spots  now  just  a memory.  Marketing 
Netw.  o.  15. 
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costs  aversging  S6,S00.‘  Thus,  h cost  at  least  S65.000  less  to  produce  and  distribute  a 
VNR  than  to  produce  a shnilar  lelevisiOD  comnierciBl  and  purchase  network  time. 
Second,  newscasts  lend  VNTts  the  credibility  that  similar  television 

a primary  purpose  of  televisioD  comniercial  messages  is  to  sell  products,  services,  or 
ideas.  Video  news  releases  not  identified  during  the  newscast  are  rated  as  more 
credible  tbansimilarly  structured  television  commercials.*  The  VNR  has  been 
seemingly  approved  by  the  news  media.  Such  poshioning  can  get  advertisers  key 
product  placetnenls.  "By  producing  a VNR  relating  to  an  ad  can^gn  or  a new  trend, 
[the]  product  can  be  featured  legitimately  as  the  'next,  best,  biggest' thing  without 
looking  like  a commercial  plug.**  Video  news  releases  can  also  show  the  advertiser  as 
the  authority  on  a certain  topic,  industry,  or  issue,  as  well  as  defining  the  advertiser's 

produced  the  package,  viewers  may  not  be  able  to  distinguish  between  VNRs  and 
station<produced  stories.  The  crecUbility  may  be  transferred  to  the  brand  or  company 

‘OweruA.  (1995, June),  [biterview  with  a Mediahnk  represemaiivej.  BoucberDl. 
Orr,D.  (1994,  March  22).  Public  Relations  Quanerly,  22(1).  p.  22  Available 
in  LEXIS,  Nexts  Ubrary. 

’Owen,  A.  & Khair,  J.  A.  (1994,  August).  Do  they  believe  h when  they  set  it?  Video 

Associaiioo  for  Edueatioo  in  Journalism  and  Mass  Communicattoir.  Atlanta, 
GA. 

‘a  beginner’s  guide  to  VNRs.  (1993,  Decee 
in  LEMS.  Nexis  Library. 


: Relaliortt  Journal  Available 
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f^ured  in  the  VNR’  which  not  only  increases  brand  equity  but  also  promotes  and 
supports  an  IMC  catt^gn.  Brand  equity  is  the  worth  of  the  brand  to  the  advertiser 
and  the  consumer.'  Products  having  slrong  brand  equities  have  increased  sales, 
increased  coirqKtitor  protectiotL  and  an  increased  value  among  other  benefits.^ 

Third,  as  described  in  Chapter  I . viewers  tend  to  pay  more  attention  to 

chiner.  Atteotiooisabetterpredictorofknowledgethanexp05ure.'°  Broadcast 
television  attracts  the  second  largest  vohune  of  national  advertising  with  over  S30.8 
billion  being  spent  in  1994."  Sinee  broadcast  television  is  liinhed  by  time  consffaints— 
seconds  cannot  be  added  in  the  same  manner  as  pages  can  in  the  print  media- 
advertisers  have  been  crying  to  find  ways  to  break  through  the  clutter  and  get  ibeir 
products  in  the  fbrefionl  of  vieweis'  miods.  While  advertisers  want  to  expose 
viewers  to  their  commercial  message,  the  message  will  &D  if  some  sort  of  knowledge 
about  tbc  name  of  tbe  product,  product  features,  or  the  relationship  of  the  product  to 

^Owen  & Kharr, 

'Bovee.  a L.  Thill.  J,  V„  Doveh  G.  P,.  i Wood,  (1995).  Advertisiru  excellence  (p- 
G-2).  New  York;  McGraw  Hill. 

'Aaker.D.  A.  (1991),  Managing  brand  equily(lS-21).  New  York:  Free  Press. 

'°McLeod,  J.M.  & McDonald,  D.C.  (1985,  January).  Beyond  single  exposure: 
Media  orientations  and  their  in^acet  on  political  processes.  Communication 
Research  12.  3-34. 
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its  con^titors  is  not  learned.  To  Bccoinplish  this,  some  advc 
fifteen  second  commercials  placed  at  the  beginning  and  end  o 
concept  is  that  the  audience  will  rentember  the  first  and  last  message  viewed.  Tbe 
lactic,  however,  does  not  decrease  advenismg  clutter,  in  bet,  chiTter  is  increased  unce 
the  total  number  of  individual  spots  is  increased.  Thus,  advertisers  have  been  looking 
to  ahemetive  ways  to  break  through  the  chmet  and  gain  viewers'  aneniina 

Video  news  releases  are  an  alternative.  While  tbe  VNR  may  be  edhed  by  the 
news  depanmenl,  advertisers  can  still  actain  high  gross  impressions,  while  relaining 
viewers'  attemion.  In  this  case,  gross  impressions  can  be  defined  as  the  sum  of  all 
possible  target  audience  exposures  to  a VNR.  Viewers  are  paying  attention  to  tbe 
newscast  and  embedded  within  tbe  program  are  VNRs  which  appear  to  be  station- 
produced  packages  By  producing  and  distributing  VNRs.  advertisers  not  only  save 
money,  but  have  an  audiertce  which  is  attentive,  and  s^ch  considers  stories  within 
newscast  to  be  more  credible  than  advertisements.  By  using  VNRs,  advertisers 
increase  their  opportunity  to  raise  viewer  knowledge  about  their  products. 

The  most  extensively  viewed  VNRs.  as  cakulaied  by  Medialink's  internal 
monitoriag  group,  are  placed  on  Medialink's  aoniiaJ  Top  Ten  List.  As  described  in 
Chapter  3,  Medialink  combines  tbe  data  derived  from  A.C.  Nielsen's  Sigma  encoding 
services  wHfa  additional  research  analysis  to  detennine  the  animal  resuhs.  Additional 
research  verificatioo  by  Mediaiiok  mchides  on-line  database  seardies  of  TV  newscast 
summaries,  video  cUpping  services,  ani  telephone  verification.  According  to  Laurence 


MoskowUz.  presklenl  of  Medialink. 'More  than  half  of  all  America  saw  tbeiop  VNR 
on  ibeir  local  newscasts.  That  is  more  than  the  lolal  circulation  of  the  nation's  most 
widely  read  daily  newspapers.'^^  The  VNRs  are  distributed  by  Medialink  at  no  charge 
to  news  departments  throughout  the  Unhed  Stales.  Tbe  VNRs  are  not  necessaitly 
produced  by  Medialmk  which  opened  hs  own  production  departmem  in  lenuaty  1995. 
Mediolink  has  also  created  a World  Wide  Web  home  page  as  a location  for  tbe  media 
and  clients  to  obtain  more  information  about  tbe  organization  and  VNRs. 

Medialink  is  establishing  itself  iotemationally.  The  organizaiion  has  had  a 
London  office  for  atoul  five  years  and  has  affiliaies  in  Asia.  Australia,  and  South 
Afiica.  “We  have  just  established  that  we  can  go  anywhere  in  tbe  world  through 
VNRs."  said  a Medialink  representative.  European  lelevisioo  previously  was  not  a 
focal  point  for  Medialink.  but  more  recently  VNR  usage  has  increased.  “We  see  this 

between  the  Internet  and  television  and  people  are  going  to  be  able  to  communicale 
like  they  never  have  before.'  said  a Medialink  staff  member.  While  the  environment 
wifi  be  competitive,  there  will  continue  to  he  more  opportunities  for  the  production, 
distribution  and  usage  of  VNRs. 


'^0.1.  Simpson  exercise  video  ranks  highest  in  Medialink’s  top  ten  VNRs  for  1994. 
(1995,  February  9).  Business  Wire.  Available  in  LEXIS,  Nexis  Library. 


Conclusions 

Tbe  objectives  of  this  study  were  lo  delenmne  (1)  the  subject  matter  end 
commoii  elements  of  successiul  VNRs,  those  which  pass  through  television  sutions' 
news  deparbunn  gates,  and  (2)  the  methods  source  material  producers  use  to  discover 
what  VNR  sutijeci  maner  and  common  news  elements  have  the  best  opportunity  to  be 
used  by  news  departments.  Based  upon  the  information  and  findings  presented  in 
Chapters  One  through  Four,  the  discussion  will  be  divided  into  two  sections;  an 
answer  to  research  questions  and  topics  for  further  research. 

Research  Questions 

What  is  the  subject  matter  and  common  elements  of  successful  VNRs,  those 
which  pass  through  television  stations'  news  department  gates?  How  do  source 
matetia]  producers  discover  what  VNR  subject  matter  and  common  news  elements 
have  the  best  opportunity  to  be  used  by  news  depanmems? 

To  pass  through  television  statioita'  news  department  gates,  VNRs  must,  first, 
have  video  with  high  to  moderate  visual  quality  (see  Chapters  Two  and  Three).  A 
video  message  can  be  rrsure  compeUing  than  print  aird  may  have  more  creditelity 
becauseaudiencescanactuallysee  tbevideo  themselves.'’  Allofthe  34  difleieol 
VNRs  aired  in  newscasts  on  the  four  Miami  local  teievisloo  stations  had  modenilely  to 

'*Televison  vs.  other  media-  (1992.  Sept- 23).  The  Power  of  Snot  TV.  Insupplement 

to  Advenising  Age,  (n.  T-151:  TV  basics  1990-91.  (1991).  New  York; 

Televisioo  Bureau  of  Advertising  (p.  3). 


highly  visually  appealing  video. 


appeared  mreresting.  contained  i 


values,  and  seemed  as  if  h would  catch  the  aneniion  of  news  department  personnel  as 

Second.  VNRs  must  contain  sons;  type  of  newsworthy  subject  matter  (see 
Chapter  2).  The  VNKs  which  were  aired  had  a news  hook  and  were  about 

and  sports  oews.  The  VNRs  included  aanouncemerus  of  new  medical  findings,  travel 
programs,  product  recalls,  and  technological  advances.  All  oftbe  VNRs  were  coded 
as  being  moderate  to  low  in  story  complexity.  As  the  complexiiy  of  the  story  is 
increased.audiencecottgrrebeosionaiidrecalldecliiK.  Conversely,  as  the  complexity 
of  the  story  is  decreased,  positive  evaluations  such  as  accuracy,  bimess,  vahie.  and 
understandability  increase.'*  A successful  VNR  should,  therefore,  be  'iow  in  [story] 
compiexiry,  but  bigb  in  visual  and  dramatic  values."'* 

Noneofthe  VNRs  were  aired  intheiremirety.  About  three-fourths  of  the 
news  stories  included  video  which  came  from  the  VNR  and  all  included  sons;  type  of 
voice-over  by  the  reporter  or  an^r.  This  conuadicis  published  reports  which 
mdicaie  some  VNRs  are  aired  without  editing  (see  Chapter  I ). 


"Davie,  W.  R.  A Lee.  J.  S.  (1995).  Sex,v* 
Quarterly.  72(1).  135. 


Third,  the  VNR  should  keep  the  viewer  watching  the  newscast.  If  the  VNR  is 
nor  perceived  to  he  of  interest  to  audiences  then  it  will  be  rejected.  To  generate 
interest  of  news  departmecls  and  audieoces  throughout  the  United  Slates,  the  VNR 
must  have  a story  angle  that  can  be  distributed  nalionally.  Most  widely  exposed  VNRs 
lend  to  be  produced  by  national  companies,  such  as  Disney.  Pepsi,  and  McDonald's. 
All  but  two  of  the  VNRs  which  aired  on  the  four  Miami  stations  were  of  a national 
focus  and  could  have  beenaired  anywhere  in  the  U.S.  The  two  other  VNRs  had  an 
iolemational  focus. 

To  deternune  whal  VNR  subject  maner  and  common  news  elements  have  the 
best  opportunity  to  by  used  by  news  departments,  source  material  producers  are  in 
contacl  with  news  profos^nals.  In  addition,  they  stay  on  top  of  current  trends  by 
reading  trade  magnyines,  and  attending  professional  conventions  and  conferences. 
Television  slalioos'  news  departments  are  contacted  and  asked  about  current  stories 
and  station  needs.  In  addition,  news  department  personnel  are  asked  about  VNRs  thsi 
were  used  and  ones  Ihsi  were  not.  This  is  done  to  deiermine  why  some  VNRs  are 
used  and  others  are  not. 

According  to  Medialink  representatives,  the  latest  trend  by  news  departments 
h to  repackage  VNRs  used  during  the  iate  evening  newscasts  for  airing  in  the  early 
morning  news.  The  data  gathered  in  Miami  by  the  researcher,  however,  did  not  reflect 
(his peraeived trend.  TluinajorityofVNRswereusedduringlheearlyevening 
newscasts  and  seemed  to  be  used  again  during  the  late  evening  news.  This  usage  is 


Mifinns  ID  the  Miami  markel  thai  VNRs  i 


Dews  depanmcDls  to  edit  them  for  the  early  evening  newscasts. 

Medialink  representatives  identify  two  different  types  of  clients.  The  firel 
client  B the  paying  advertiser  ^lich  wants  to  augment  its  IMC  cao^gn.  respond 

to^.  The  secoiul  client  is  the  televisioD  station’s  news  department.  Wah  phone  calls, 
surveys,  and  reviews  of  current  trends,  source  material  producers  try  to  understand 
what  news  departments  want.  Congnjencc  between  the  advertiser's  ot^lives  and  the 
station's  needs  is  required  if  the  VNR  is  to  be  placed  in  the  newscast. 

Suaaesiions  for  Further  Research 

Video  Dews  releases  pronnse  to  continue  to  be  an  important  hybrid 
communications  message  as  advertisers  search  for  tools  to  break  through  the  clutter  of 
commercial  advertislDg  and  to  add  credibility  to  their  products.  Television  stations 
will  continue  to  use  VNRs  as  the  news  hole  grows  and  economic  conditions  affect 
current  budget  and  news  department  staff  (see  Chapter  I).  As  this  study  showed,  a 
coDgiuence  must  be  reached  between  advertisers'  IMC  objectives  and  news 
department  needs. 

The  subject  matter  and  common  elemnits  ofsuccessful  VNRs  should  be 
reviewed  regularly  heraim*  stations’  needs  change.  The  methods  source  material 


sbouM  also  be  reviewed  again. 

One  VKR-type  h)Wd  coonmmication  message  with  video  has  been  placed  on 
thelruernel.  Computer  users  re^nse  to  this  rypeofVKR  may  be  very  different  from 
the  television  viewing  audience.  The  credibility  of  VNRs  placed  on  the  Internet  should 
be  studied  as  well  as  the  credulity  transferred  to  coitgtanies  and  products  the 
lolemel  VNK.  The  methods  source  material  producers  determine  what  subject  matter 
and  common  news  elements  should  be  included  in  these  Internet  VNRs  is  worth 
review.  The  ways  advertisers  are  using  this  new  technology  to  cut  through  an  already 
clunered  media  environment  should  be  studied  in  addhion  to  the  legal  ramifrcations 
and  policy  issues  of  such  Internet  use.  These  are  just  a few  of  the  social  policy,  artd 
psychological  questions  that  these  new  VNR*type  hyl^  communication  messages 

Additionally,  research  about  the  international  use  of  VNRs  should  be  raised. 
According  to  Medialink  representatives.  VNRs  are  becoming  more  popular  and  more 
widely  used  overseas.  TheuseofVNRsoverseassbouldbesrudiedtodelennioewhat 
subject  matter  and  common  elements  must  be  included  m VNRs  distributed 
inlernationally  so  that  they  may  pass  through  tbe  country's  news  orgaoizations’  gates. 
In  addition,  the  methods  source  material  producers  use  to  determine  what  VNR 
subject  nmiter  and  comnmn  news  elements  should  be  included  in  imeninlionally 
distributed  VNRs  is  worth  review. 
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Video  news  releases  wiD  continue  to  be  ofixrqrortance  to  both  advertisers  and 
news  organizations.  Advertisers  must  find  additional  comtinmicallon  metbads  to 
break  through  existing  advert!^  commercial  clutter  and  televisioD  station  news 
departments  must  find  ways  to  coitgiete  efiectivtly  with  a growing  news  bole.  Video 
news  releases  are  a solutioD  to  both  problems.  Advertisers  can  efiectively  cut  through 
the  cluner  and  reach  target  audietKes.  The  news  environment  lends  cradfixUty  while 
the  advertisers  commercial  message  is  hidden  fiom  viewers  in  a news  package.  News 
departments  can  attractive  viewers  with  a newsworthy  story  ^licb  has  visually 
appealing  video  at  no  monetary  cost  to  the  station.  Thus,  the  television  station  can 
increase  viewer^i4>  and  attract  addhionaJ  advertising  dollars.  Video  news  releases 
must  meet  the  needsofboth  advertisers  and  television  stations' news  departments. 
Because  ofthis  duality  of  clients,  source  material  producers  must  meld  the  warns  of 
advertisers  and  the  needs  of  news  departments  to  reach  the  goals  of  both. 


APPENDIX, 


MEDIALINK  DAYBOOKS 


Monday.  M«rdi<.  to  Friday.  March  29.  1996 


. Advances  in  Ditervenlional  radiology.  (b-roU) 

New  hope  in  Ibe  figbl  against  hing  cancer;  *^irniar  medicioe  becomes  a 
reality;  and  the  secret  culprit  behind  Major  league  pitchers'  throwing  hand 


newsstands  Tuesday. 


3.  Behind  the  lditarod-"The  last  Great  Race  on  Earth." 

The  epic  “race  for  life"  got  its  start  in  1925  when  20  vohmteer  mushere  rished 
their  lives  to  relay  anthoun  from  Anchorage  to  Nome,  helping  to  stop  a deadly 
diphtheria  epidemic. 

4.  Mysteriesoftbeopenoceanrevealed . . 
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MaiafalilVvbook-TuBdav.MarchS.  1996 

1 . Second  Coming  Produciions  Presems-eKlusive  inierview  wfth  the  Beslles  on 
"Real  Love” . . . single  release  Monday,  March  4, 1996. 

Exclusive  huerviews  with  McCartney,  Harrison  and  Starr  talking  about  the 
experience  of  being  back  "in  tbe  studio”  with  the  late  John  Lennon  arid 
recording  their  latest  single,  "Real  Love"  . . . features  footage  front  Seatle 
recording  sessions  for  “Free  As  A Bird"  and  "Real  Love." 

2.  Major  heahhcaie  alliance  to  be  uinounced-partoetship  to  Jointly  develop 
telemedicine  services  artd  technology. 

3.  Does  the  InlecDel  bold  the  "key”  to  your  new  address?  Thousands  ate  discovering 
their  dream  home  while  house-hunting  on  tbe  World  Wide  Web. 

State-of-the-art  system  offers  more  than  40,000  listings  across  the  country  . . 
popular  website  recently  recorded  over  103,000  hits  in  one  monthl 

4.  "Sparking  a Revolution” — Radical  new  technology  enablca  your  car’s  engine  to 
power  an  entire  household  . . . with  watts  to  spare!)! 

During  blackouts  and  other  power  outages,  your  car  becomes  a powerful 
emergency  generator  for  your  heme  . . . produces  tens  of  thousands  of  watts. 

5.  General  Electric  and  Harris  Corporations  develop  train  collision  avoidance  system. 

6.  Junior  parks  another  one! . . . superstar  Ken  Griffey.  Ir.  lets  baseball  fens  relive 
the  playoff  experience  in  his  new  video  game.  "Ken  Griffey,  Jr.’s  Winning  Run.” 

Revolutionary  new  video  game  is  first  to  eiigrioy  cutting-edge  Advanced 
Coogtuter  Modeling  fACM)  technology. 
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‘*TreodyTresses""tbe  uhimale  spring  &shjon  accessory  starts  a "colorful" 
Celebrities  aad  superrDO<iels  take  ibe  "color  story"  beyond  bshion  to  bet 


3.  "Descent  II”  lakes  inletplBnelaiy  adventures  to  ibe  next  level! . . . multi-platform 
kuincb  exparxls  the  "Decent"  worlds  for  a new  generation  of  thrill-seekers. 

4.  Nasal  slr^  join  chicken  soup  in  the  Sghl  against  stuffy  noses  and  the  common 

FDA  approves  Breathe  Right  naml  strips  to  be  marketed  as  treatment  for  nnsnl 


i.  junior  perks  another  one! . . . supersuir  Ken  Crifiey.  ir.  lets  baseball  &is  relive 
ibe  playoff  experience  in  his  new  video  game.  "Ken  Griffey,  Jr.'s  Winniiig  Run." 
Revolutiooary  new  video  game  is  first  to  en^loy  euning-edge  Advanced 
Computer  Modeling  (ACM)  technology. 


121 


IVybook-TTiundav.  March  7. 1996 

1 Double  benefii  for  folic  acid:  reduces  rules  for  heart  disease  and  bith  defects. 

2.  Preparing  our  children  for  lontorrow’s  high'tecb  world. 

New  engioeeriog  curncuhim  teaches  students  how  to  go  from  the  drawing 
hoard  to  the  “real  world.'' 

3.  Advances  in  inlervemional  radfotogy.  0>-roll) 

New  hope  in  the  fight  against  lung  cancer;  “Vimiar  medicine  hecomes  a 
reality;  and  the  secret  culprit  behind  Major  League  phebers'  throwing  hand 
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Mriialint  navbook-FridaY.  March  8. 1 996 

I .  '2(’s  a wtx>le  new  ball  gaoK"— 49er  supersiars  Steve  Young  and  lory  Rice  use  a 
new  fbmuila  to  tackle  the  future  of  football. 

Foo(baUgnsaoewk»kfbrtbe2lslcenluf>  . . . and  game  will  never  be 


2.  Rehind  the  IdltaTod— *The  Last  Great  Race  on  Earth." 

Two-time  Idhacod  winner  Martin  Buser  delivtcs  precious  cargo  in  this  year's 
race.  The  epic  "race  for  life"  got  hs  start  in  1 92S,  when  20  volunteer  imisbers 
risked  their  lives  to  relay  a life-saving  serum  from  Anchorage  to  Notne,  helping 
to  slop  a deadly  d^htberia  epidemic. 

3.  The  Arnlrak  “Explore  America  Fare”  . . . "Go  Where  You  Wanna  Cio  . . . Do 
What  You  Wanna  Do  . . . " (b-coll  interview) 

4.  Helping  Oklahoma  bomteig  victims  and  creating  low-income  housing  are  just  a 
couple  of  the  services  offered  by  the  Vohnueers  of  America  as  they  celebrate  100 


5.  “Exploring  America’-an  exciting  and  cost-conscious  new  travel  program  explores 
America's  hidden  treasures. 


“Amtrak  Explore  America  Fares"  cover  lots  of  ground  for  travelers  on  a 
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M«ti»link  Daybook-MomUy  March  11.  1»M 


1.  Andie  Agassi  "Does  tbe  Dew." 

New  commercial  feaiures  astonishing  scenes  oftbe  tennis  superstar  bungee 
junking  from  a bebcopter,  rappelling  bead'frrst  over  a cli£  "sky  skiing"  behind 
an  airplane  and  roDerblading  over  desert  canyons! 

2.  "It's  a whole  new  ball  gatoe~-49er  superstars  Steve  Young  and  Jerry  Rice  use  a 
newfonnulato  tackle  tbe  friture  oflbolbalL 

Football  gets  anew  look  for  the  2lst  century. . .and  "the  game  will  never  be 


3.  Daring  world  record  motorcycle  jump  atten^t! 

Stunt  driver  Butch  Laswell  artettqns  an  aroaang  ramp-lO'rariq)  leap  over  the 
38-foot  Oasis  Skywalk  Bridge. 

4.  Tbe  Aratrak  "Explore  America  Fare"  . - . "Go  Where  You  Wanna  Go ...  Do 
What  You  Wanna  Do  . . . " (b-roD  interview) 

5.  Westingbouae  Science  Talent  Search  winners. 

The  top  40  hi^  school  students  in  the  country  gather  in  Washington.  D.C., 
this  week  for  the  SStbWeslinghouse  Science  Talent  Search.  Interviews  with 
the  top  winners  and  footage  from  the  event  arul  awards  banquet. 
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Mcdalink  Davbook-Tucsdav.  March  12. 1996 

1 . Wesiinghouse  Scieoce  Talent  Search  winners. 

The  top  40  high  school  students  in  the  country  gather  in  Washington,  D.C., 
this  week  for  the  SSth  Weainghouse  Science  Talent  Search.  Interviews  with 
the  lop  winners  and  footage  from  the  event  and  awards  banquet. 

2.  Timely  financial  advice  from  the  experts  on  easy  tax  filing,  small  business  attorneys 
and  home  legal  advisors. 

The  power  of  personal  computing  offers  significant  financial  benefits  for 
American  consumers  and  srnall  business  owners. 

3.  Sneak  preview-cyberspace  companies  announce  alliance  for  safer  surfing  on  the 


4.  Idharod  race  alert. 

Epic  1 1 50-tmle  race  comes  to  e thrilling  end  as  the  five  leading  mushers  make 
a fierce  rush  to  the  finish  line  . . . two-lime  Idharod  winner  detivera  childhood 
vaccines  in  commemoration  of  the  original  “race  for  life.' 

5.  Helping  Oklahoma  bombing  victims  and  creating  low-income  housing  are  just  a 
couple  of  the  services  offered  by  the  Volunteers  of  America  as  they  celebrale  100 
years  of  service. 
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1.  Governor  andMrs.  LawionCbUeshe^biingtlKgteaiiAsecifFloridacuisineio 
dinner  ubies  across  ibe  countiy. 

2.  '‘[OOyeais ofOtympic lecbnokrgy" . . . tbe mfoTmalumrevolulion comes ofage 
at  tbe  1 996  summer  Olyn^ic  Gan^. 

3.  Breaklbrou^  in  shareholder  communicatioDS  to  be  announced. 

4.  'Travelocity'-lbe  mosi  powerful  travel  ^ on  the  Net! 
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MfdaliTdi  r>avfaook -Thufidjv.  March  U.  1996 

).  New  software  introduces  the  next  chapter  in  electronic  publishing  technology. 

2.  ’Travek>city"-Detv  mega-site  delivers  “world"  of  infoniialion. 

The  most  powetfid  travel  site  on  the  Net  features  more  than  200,000  pages  of 
travel  destinalioDS  and  lakes  the  guesswork  out  of  planning  trips  around  the 

3.  Canh  Brooks  kicks  off  world  lout  in  Atlanta. 

4.  “100  yearsofO^nqtlc  technology" . . . the  information  revohnlon  comesofage 
at  the  1996  summer  Olympic  Games. 

5.  Clinlon  administiaTioo  teams  up  with  the  U.S.  Women's  Soccer  Team  for  ami- 
smoking  strategy  aimed  at  young  women. 
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MKHalinV  D^ybook-f  ridav.  March  15. 1996 

1 . General  Mills'  employees  get  a special  meok  peek  at  the  Betty  Crocker  7Sth 
Aiiniveisary  Portrait. 

Betty  Crocker  7S(b  Anniversary  Portrait  to  be  unveiled  to  the  public  on 
Tue^y,  March  19. 

2.  ‘Taiwan:  The  Road  to  Democrai;y~--uoique  five-pan  series  examines  the  currenl 
China-Tahvan  standofl’  and  the  historical  relation's  behind  the  crisis. 

3.  French  Polynesia  fighting  economic  crisis  caused  by  French  nuclear  tests. 

4.  What  do  you  get  when  you  cross  Garth  Brooks  with  R2D2?. . .'Techs-The 
Rhinestone  Robal". . .country  music's  newest  rising  star! 


6.  FDA  grants  marketing  clearance  for  Crrxinan,  new  protease  inhibhor  for  HP/. 
Merck's  AIDS  medication  receives  foslesi  accelerated  ^proval  over. 
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] . French  PolyiKSia  fighiing  economic  crisis  cans 

2.  "Expbiing  AjDerica"--aD  exciting  and  cost-coi 
America's  hidden  ireasures. 

"Amtisk  Explore  America  Fares"  cover  k> 


d l9  French  nuclear  tests, 
scious  new  travel  program  explores 
i of  ground  for  travelers  one 


1 . Michael  JackaoD  to  anoouDce  sew  joini  busisess  veonire  whh  HRH  Prince 
Alwaleed  of  Saudi  Arabia. 

2.  GesetaJ  Mills  unveila  the  Betty  Crocker  73tbAoniveraai)'portrBiI.  (live  press 
event  £ b-roU) 

7S  women  who  most  embody  (he  spirit  of  Betty  Crocker  serve  as  inspiraiion 
for  the  sew  portrait. 

3.  Second  Coming  ProduclioES  presenis-lbe  Beatles  Anthology  Volume  2 . . . 
highly-anticipsled  double-album  hits  leiail  stores  March  19th. 

Beattemanla  arrived  early  as  more  rhan  12,000  forts  Socked  to  Beallefost  for  a 
sneak  preview  of  Amhotogy  Volume  2,  which  chronicles  tbe  "years  of  dash 
atKl  daring." 

4.  Vicloria's  Secret  Sensual  Shapers  lingerie  introduction. 

5.  General  Mills  unveils  tbe  Betty  Crocker  7S(h  Anniversary  portrait. 

6.  The  Academy  Awards  go  on  line  ...  for  nxrre  than  a Inlllon  movie  buffo 
worldwide,  it's  "the  mother  of  all  daiatoses!" 

Oscar  goes  on-line,  innovalive  project  puts  information  about  Academy  Award 
nominees  and  winners  dating  &oml927  on  the  World  Wide  Web. 

7.  "It's  a whole  new  ball  game"— 49er  superstars  Steve  Young  and  Jerry  Rice  use  a 
new  formula  to  tackle  the  future  of  football. 

Footballgetsaoewteok  for  the  21st  century  . . . and  “the  game  will  never  be 


8.  McDonnellDouglasandNASAunveillheX-BblaiUessreseorthaircTaA. 

Subscale  prototype  aircraH  lacks  vertical  and  horizoma]  tails  and  employs 
revolutfonsiy  new  Sight  control  technology-may  dramatically  change  the 
design  of  future  stealth  Sghters. 
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MedalmkPgtbQgk--We(ln{sdav.  March  20. 1996 

1 . Taiwan;  The  Road  to  Democracy"— unique  five-part  series  examines  the  current 
China-Taiwan  standoff  and  the  hi^orical  relationships  behind  the  crisis. 

2.  U.S.  ConsunKr  Product  Safirty  Conamsaon  (CPSC)  and  Nutone.  Inc.  announce 
slereo-cassetle  player  recall 

3.  New  software  introduces  the  next  chapter  in  electronic  publishing  technology. 

Publishers  can  now  electronically  offer  FULL  pages  exactly  as  they  appear 

4.  Two-story  floral  sculpture  ushers  in  springtime  in  Times  Square. 

A “touch  of  nature"  comes  to  an  American  landmark. 

5.  General  Mills  unveils  Betty  Crocker  75th  anniversary  ponrah. 

6.  Junior  parksanolher  one! . . . superstar  Ken  Griffey,  Jr.  lets  baseball  fans  relive 
the  playoff  experience  in  bis  new  video  game.  “Ken  Griffey.  Jr.'s  Winning  Run." 

Revolutionary  new  video  game  is  first  to  employ  cuning-edge  Advanced 

Computer  Modeling  (ACM)  technology. 

7.  Dr.  C.  Everett  Koop-former  Surgeon  Ceneral:  creaior  on  a crusade  . . . unveils 
Time-Life  patient  education  videos  . . . exclusive  satellhe  feed. 

8.  Countdown  (o  the  “Sweet  Sixteen"  at  the  paza. 

9.  Hut  “Hoops"  National  Collegiale  Iniramural  Basketball  Toumamenl. 

Intramural  “March  Madness"  features  first  round  surprises  as  'Olaops" 


).  ‘‘Taiwan:  Tbe  Road  to  Den»crecy'’~uiuque  five*pert  series  exATniDes  the  current 
rhirui-Tfliwan  slaodoff  and  the  hisloricaJ  relationships  behind  ibe  crisis. 

2.  Dr.  C.  Everett  Koop*-fonDer  Surgeon  Geoeral:  creator  on  a crusade  . . . unveils 
Time-Lift  paiieni  education  videos  . . . exclusive  satellite  fted. 

3.  Cyter-cenaorsbip:  what  the  “bleep"  is  going  on?!  HowwiUihe 
Telecommmications  Bill's  Decency  Act  affect  the  rigbl  to  free  speech? 

Rev.  Jerry  Falwell,  Rep.  Pat  Schroeder,  Donna  Rice  and  the  ACLU's  Nadine 
Strosseo  job  Linda  Elierbee  live  and  “oo  the  record"  about  cyberspace, 
censorship  aitd  our  First  Amendment  rights. 

4.  Tony  Bennett  shares  his  sweet  secrets  to  a healthy  lifestyle!  (h-roll) 

5.  Gateway  2000  launches  rtew  computer  category— Destination  Ng-screen  PC 
revolutionizes  the  personal  congruting  experience  . . . and  your  living  room! 

31-itich  foonhor.  high-end  sound  and  graphics  and  a wireless  keyboard  brings 
ftmilies  a new  “destination"  for  entertainiTient  and  information. 


132 


M«HialinV  Davbook-Fhdav.  March  22. 1996 

1.  “Freedom  ofSpeechGii»se-Stylc''-8  unique  five-pan  series  oxamioes  the  cuireoi 
China-TaiwBDSundofl'aiidlbe  hislorical  relalionsh^  behind  Uk  crisis  in  “Taiwaa: 
The  Road  lo  Democracy.” 

2.  Lipton  holds  an  original  *^w  crew”  reunion  lo  launch  ibelr  new  ready-to-drink 

Legendary  sports  personalities  Bob  Uecker,  Bubba  Smith  and  Dick  Butkus  star 
in  Liplos’s  new  ”brew~  spot.  RefotTnulaled  and  repackaged  new  iced  tea 
features  three  new  flavors. 

3-  Newtnega-sitedelivcrsa“wotld”ofinfottiiationfbrtbedo-h-yourselftraveler  . . 

. ‘Travelocity”  leads  the  way! 

The  most  powerful  travel  site  on  the  Net  features  more  than  200,000  pages  of 
travel  destsiaiions  and  lakes  the  guesswork  out  of  planning  trips  around  the 


4.  PPG  Indy  Car  World  Series  points  leader  Scott  Pruett  and  rising  young  rookie 
Greg  Moore  discuss  the  series'  development  and  their  preparations  for  the 
upcoming  inaugural  U.S.  SCO.  (b-roll  interview) 

5.  Casual  dress  demonstrators  converge  on  Wall  Street!  “The  Mission"  loosens  up 
corporate  America. 

Worldwide  call  for  change  scheduled  for  Friday,  March  22. 
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MfdMlnit  Davbook-MoDdav.  March  25. 1996 

1.  Fetid  iborwear  lakes  cemer  stage  at  the  21st  anaual  Odof'Eatefs  “lulernetiona] 
Rotten  Sneaker  Contest-'’ 

Young  contestant  go  “loes-to-Dose"  with  celebrity  judges  in  a Sendish  frenzy 
of  foul  footwear  and  fondly  fun! 

2.  Wow!  from  CompuServe  goes  live  today. 

Ai-bome  con^iuter  users  have  a service  expressly  for  them. 

3.  Is  it  real  or  is  it  Superscape?”  Business  goes  3'D  with  the  inlroductionoftbree< 
dimensional  virtual  worlds  and  astonishlog  “Yeal  world"  briiaviors! 

While  conqtuter  users  are  gening  on-line  by  the  millians.  many  first-time 
Internet  explorers—used  to  the  flash  and  glamour  oftelevision— have  been 
disappomied  by  the  web’s  flat  aixl  static  presentation  . . . that  is,  until  now. 

4.  "Imeraclive  medicine":  state-of-the-art  video  technology  eigdores  treatment 
options  and  includes  patients  in  the  decision-making  process. 

In  a recent  test.  453i  ofthe  men  surveyed  decided  against  surgeiy  alter 
viewing  an  interactive  video  on  prostate  cancer. 
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MgdMiink  Oavtook-Tucsdav.  March  26. 1996 

).  New  snidies  reinforce  the  beDC&is  ofiowenDg  cholesterol  in  people  whh  bean 

Results  of  new  cholesterol-lowering  research  presented  at  the  annufll  meeting 
of  the  American  College  ofCaidiologyreafEnn  the  clinical  benefits  of  lowering 
cholesterol  ht  people  with  coronary  heart  disease  (CHD)  and  ^uld  eliminate 
the  debate  over  whkb  people  with  heart  disease  get  choksterol- lowering 

% Vhninin  sales  record  “healthy*'  increases  during  this  year's  har^  cold  and  flu 
season  . . . and  the  “&tber”  of  vitamin  research“Dr.  Linus  Pauling-provides 
breakthrough  nutrition  for  tody's  consumers. 

Over  150  million  Amencans  lake  vitamins  regularly  for  better  health  and 
disease  pcevemion. 

3.  National  Capha!  Planning  Commission  unveils  plans  for  the  iuiure  look  of 
Washington,  D.C. 


Nfediatink  Davfaook. 


I3S 


.27.  1996 

1 . Sunday  showdowo  al  Iha  Pizza  Hut  “Hoops"  National  Collegiale  Imraimiral 
Basketball  Toumamenl  to  detenniiK  NalkmaJ  Qianpioii. 

Coaching  legends  Lou  Camesecea  and  Judd  Heatbcole  serve  as  celebrity 
coaches  in  the  champioEsh^  game  as  “Mr.  College  Basketball"  Dick  Vitale 

2.  "Seven"  storms  into  home  videO'-SPO  mDlkm  block-buster  starring  Academy- 
Award  Dominated  actors  Brad  Pitt  and  Morgan  Freeman  debuts  at  video  stores 
nationwide  March  26. 

3.  David  Packard,  co-founder  of  Hewlett-Packard  Company,  dies  at  age  83. 

4.  "Good  oewsabout  tomatoes!"  Recent  studies  show  that  lycopene-which  give 
tomatoes  tJieir  red  color-inay  help  protect  against  certain  forms  of  cancer. 

A study  coitducted  by  Harvard  University  tesearcbers  found  that  men  wbo  eat 
two  to  four  servings  of  tomato-besed  products  a week  are  34  percent  less 
Bkely  to  develop  prostate  cancer.  And  men  wbo  eat  10  servings  of  lycopene- 
rieh  foods  a week  are  45  percent  less  likely  to  develop  prostate  cancer. 

5.  Lights!  Camera!  Oscars!  Backstage  al  thisyear'sAcadenti  Awards.  (b-roU 
imerview) 
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n.vfaook--n<mdiv.  Mlfch  28.  1996 

1 . 'H3riok  Pepsi.  Cel  stuff."  Pepsi-Cola  unveils  the  angle  Uggesi  consunef  event  in 
the  con^any's  histDry. 

'?epsi  stuff"  delivers  more  than  170  millioD  Pepsi  stuff  eaulop.  SI  25  million 
worth  of  ffee  merchandise,  celebrity  cameos  aad  a catchy  new  theme  to 
millioDS  ofloyal  P^si  drinkersarouDd  the  country.  Massive  consumer 
ouUeachprogramdwarls  the  company's  previous  marketing  efforts,  including 
the  enormously  popular  "Pepsi  Challenge"  caxiqtaign. 

2.  New  ireatmeni  for  vaginal  yeast  inieclions  . . . Femsiat  3—lhe  first  and  only  3- 
day  prescrgrtion  strength  product  to  be  introduced  over-the-coumer-gives  13 

3.  Knrean  companies  open  alnng  U.S.— Mexico  border,  taking  Mexico  economy  to 


4,  Merrill  Lynch  designates  April  as  "National  Saving  Month." 

Americans  save  less  than  any  other  country  in  the  industrialized  world— and  it's 
eslimaled  that  aging  baby  boomers  are  saving  at  just  one-third  ofthe 
recommended  levels  for  their  rettremeot.  Merrill  Lynch  and  Blockbuster  Video 
team  up  to  distribute  animated  children’s  video  on  the  impor  lance  of  saving. 

5.  Simple  sohnioiis  for  allergy  sufierers:  test  your  allergy  "Eye-Q."  (b-roU 


6.  America's  new  "Odd  Couple"-lvana  and  Tony  Randall-join  Friar  Freddie  Roman 
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Medialink  Davbook-Fridav.  March  29. 1996 

1.  Taco  BeU  10  Diake  major  advenising  anoounceranl. 

2.  '‘LegeodsinUieirowntinie"-lenofhisloty's  grealesi  Olympic  con^etilors  (o  be 
boDorad  at  ibe  Swatch  Olympic  Legends  Awards. 

Ceremony  will  also  unveil  the  compare’s  Third  Ceolennial  Olyngrk  Collection. 
"Olynqtic  Legends."  featuring  a watch  inspired  and  designed  by  each  of  these 
legendary  gold  medalists. 

3.  Commodities  trading  plugs  into  the  future!  The  New  York  Mercantile  Exchange 
debuts  electricity  futures  contracts. 

Analysis  esthnaie  the  potential  value  of  wholesale  trade  in  electricity  at  more 
ihaoSIOObillionayear. 

4.  Don't  clown  around  witb  safety.  U.S.  Consumer  Product  Safety  Commission  and 
Ringliog  Bros,  and  Bamum  Sc  Bailey  Circus  team  up  for  safety  gear  clinics. 

5.  Natural  gas  vehicles  to  help  aiheleles  and  visitors  breathe  easier  at  the  1996 
summer  Olyn^ic  Games  in  Atlanta. 

Air  Quality  joins  the  hnemationa]  ^ilight  as  the  American  Gas  AssocinlioD 
and  the  "Clean  Air  Team"  provide  natural  gas  vehicles  and  mainlcnance  for  the 
'96  games-becomes  &sl  trade  association  to  become  an  official  sponsor. 

6.  The  interactive  television  commeicial  lets  your  television  do  the  walking! 
Remarkable  new  spot  diak  the  telephone  for  you  . . . and  watching  television 

A co-op  of  Myrtle  Beach  tourism  businesses  puts  a dramatic  twist  on  TV 
easier  than  ever  before. 


ENDIXB 
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Siaion MQDdav-Fr»bv_ 

ChannetlO  6:00-7:00  a.m. 

WPLG-ABC  12:00-12:30  pm 

5:00-5:30  p.m. 
5:30-6:00  p.m. 
6:00-6:30  pm 
11:00-11:30  p.m. 


APPENDIX  C 


CODING  SHEET 


TUe;. 


Subj«l; 

VNR  Package  [ 
b-toU  [ 

ToplOVNR  [ 
other  VNR  [ 


Length; 

Used  in  Newscast  [ ) 

VNR  Length 


Newscast  Segment 

How  Used 

Identified  by  news  station:  yes  [ ] no  [ ] 


Elements 

visual  quaBty: 
talking  bead;  | ] 

expert:  | ] 

psetido  event;  [ ] 

stoiy  complexi^ 


high  [ ] moderate  [ 

high  [ ] moderate  [ 


Subject  Matter 
accident: 


government: 
natural  phenomenon 

technology: 


low  [ ] 


low  ( I 
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APPENDIX  D 


INTERVIEW  QUESTIONS 

1 . Whai  are  advimi^es  offered  to  clients  by  using  video  news  releases  (VNRs)? 

2.  How  ouicb  control  and  input  does  Medialink  have  in  the  VNR  ptoduclion  and 
distribution  process? 

3.  How  well  are  VNRs  coordinated  with  other  elements  of  tbe  inlegrated  marketing 

4.  How  do  the  VNRs  fit  into  the  client's  overall  IMC  campaign  strategy? 

5.  What  are  the  primary  objectives  of  VNR  producers,  distributors,  and  their 

i.  What  is  tbe  primary  cootettl  of  VNR  packages? 

7.  How  could  VNRs  help  a smaller  organizatioo  who  cannot  afford  an  etqtensive 
IMG  campaign? 

g.  In  the  ^ve  situation,  can  VNRs  stand  alone  without  addhtonal  advertising  or 
public  relations  efforts? 

9.  In  wfaat  part  of  tl^  IMC  campaign  process  are  VNRs  used? 

10.  Does  the  subject  matter  of  VNRs  have  primarily  an  international,  national, 
reginttal.  andtor  local  focus? 

11.  How  are  VNRs  comtiKinly  dtstributed? 

12.  Could  you  elaborate  about  Newsworthy,  a VNR  news  program? 

13.  Are  VNR  packages  primarily  sent  alone,  with  b-roll,  or  with  b-roU  only  to 
television  smiions'  news  departmenrs  and  to  Newsworthy? 
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]4.  How  has  ibe  use  asd  subject  maner  of  VNRs  changed? 
15.  Whal  do  VNRs  bold  for  the  future  ofIMC  campaigns? 


APPENDIX  E 


MEDIALINK  TOP  10  VNR  USTS 


1988  Ton  10  Video  News  Releases 


Climi Producer (jnjnillw 

] . Dmel  BuinhAni  Brood  Street  ProductiOQS  80.0 

Loniben 

Descnation:  AnoouDcemeni  of  agreement  in  principle  with  U.S.  Attorney's 

office  conceraing  securities  law  violations-iiictudes  CEO 
comments  on  the  firm's  SOSO  mdlion  seiiktiieot 


Next  Computer  Systems  Video  Techniques  68.C 

Descrimicn:  Introduction  ofNext  Computer  Systems  hy  computer  wizard 


Hondo 

Descrinuon: 


J-Nex 

Etqton  of  U.S.-made  Accords  to  Japan 


59.0 


Disneyland  Broadcast  Productions  S6.7 

First  Disney  Film  Festival  in  the  Soviet  Union-indudes  footage 
of  Mickey  Mouse  in  Red  Square 


Nutrasweet 

Descrintion: 


Edehnan  PR  Worldwide 
New  &t  substitute.  “Sinviesse,''  is  announced 


Descrintion:  Withdrawal  of  spon 


1 Knowlton  48.7 

-ship  of  Busb-Dukakis  piesideniial 


7.  U.S.  Department  Bill  Brown  Productions  48.3 

of  Justice 

TVsfTTprinn:  Major  ixiternatiooal  drug  bust  is  aonounced—includes  statements 

by  the  Attorney  Ceneial  and  footage  of  tbe  bust 
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Clam Productr ilnmillkmtl 

8.  Ses  World  Sea  World  36.1 

Descrinlion:  Baby  Shamu  la  bom-a  killer  whale  bom  in  captivity 

9.  Dianeylaod  and  DisoeylaDd  Broadcast  Productions  36.0 

Whant-0 

Desctimion:  The  Magic  Kingdom  is  the  backdrop  for  the  Cuinness  Book  of 

World  Records  breaking  hula  hoop  rwirl 


10.  National  Wildlife  Pyramid  Video  29.7 

Federation 

Descriotiop:  Announcement  of  results  of  nationwide  drinking  water  test 


1989  Top  10  Video  News  Releases 


I4S 


Audknn 

Clieilt ProduCtT linmilUnntl 

1.  Govemnienl  ofCohzmbia  Covemmeol  of  Coluxnim  76.2 

DKcriniion:  Prendem  ofCotumlHa  addresses  U.S.  about  hh  cousOy's  wir 

against  drug  trafBckeit 

2-  Sears  Natioria!  Television  News  70.2 

Description:  Nationwide  shutdown  of  stores  for  major  repricing  promotion 

3.  HBO  Video  and  HWH  Public  Relalloiis  4S.6 

Sports  Illustrated 

rvsfriptinn:  Home  video  version  of  Sports  llluslrated’s  annual  swimsuit 


Showtime  Event  Television  39.8 

Pay-per-view  coverage  of  daredevil  Robbie  Knievers  last 
motorcycle  stunt  is  promoted 


5.  Quintessence  Inc.  Edelman  PR  Worldwide 

Description:  Holiday  TV  commercial  filmed  at  the  Berlin  Wall 

6.  SmhhKline  Beecham  Bamum  Communications 

Deseriotion:  Introduclion  of  Eminase  heart  drug 

7.  Nintetido  of  America  Kill  and  Knowhon 

Description:  Re^nse  (0  charges  of  unfair  trade  practices 

8.  VH-l-TheMusic  The  Wrighthood  Group 

Channel 

Deseriotion:  VH-1  will  be  giving  away  a Corvene  from  every  y 

1953  in  its  latest  contest 


California  Raisin  Ketcbum  Public  Relaiiotts  19.6 

Advisory  Board 

Deseriotion:  A new  "California  Raisin"  is  uoveiled-lbe  commercial  wiU 

feanire  "Micbael  Raisin."  a claymation  raisin  in  Michael 
Jackson's  image 


10. 


National  Wildlife  National  Wildlife 

Federation  Federation 


19.0 
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1990  Top  10  Video  Nw  Releases 

Audience 

CBenl Producer Immillionst 


1.  StarKisi  Seafood  Co.  Edelman  PR  Worldwide  81.2 

Dwrriniionr  Dolphin-safe  tuna-arrival  in  Los  Angeles  of  conqrany’s  first 

S.OOO  cans  of'dolpbio-safe"  tuna 

2.  Chizensfora  Hill  and  Knowhon  61.4 

Free  Kuwait 

Descrintion:  Iraqi  troops  storming  inio  Kuwait  City 


3.  Nurrasweet 
Descrintion: 

Edelman  PR  Worldwide  54. 1 

Introduction  of'^ingsle  Pleasuits*’  frozen  dairy  dessert-first  to 
be  mode  with  Simplnse.  hs  new  iat  substitute 

4.  Citoens  for  a 
Free  Kuwait 
Deacrrotion: 

Hill  and  Knowhon  35.3 

Urrhed  Nations'  bearings  on  alleged  Iraqi  human  rights  abuses 
in  Kuwait 

S.  Ct^ilol  Records  Capitol  Records  27.2 

and  Warner  Brotheis 

rvvrriniinn-  Frank  Sinatra  record  release--''Fraok  Sinatra.  The  Capitol 


Years" 

6.  Distteyland 
Descrintion: 

Disneyland  Broadcast  Services  25.3 

Dbneyland's  35lh  anniversary  celebration 

7.  McDonald's 

Potterson-Parkington  21 .8 

First  International 

Descrinlion: 

Opening  of  McDonald's  first  restaurant  in  the  Soviet  Union 

B.  LA.  Gear 
Descrinlion: 

Bragmon  & Cortqtany  21.0 

Introduction  of  new  advertising  campaign 

9.  Recording  Industry  Porter  Novelli  19.0 

Association  of  America 


Descrinlion: 

Uniform  parental  advisory  label  on  records,  tapes,  and  compact 

10.  Combelnc./O 

Description. 

'dor-Eaters  Combe  Inc.  18.6 

Features  1 7tb  annual  [niemaiional  Rotten  Sneakers  Contest 
wsiners  for  the  of  "ibe  most  noxious  sneaker" 
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1991  Top  10  Video  NewsRelsasB 

Cbm Pmlwfr tiajniiliims) 

1.  Sector  Sport  Watches  Perri  Pharris  Productions  46.1 

ofSwitzerland 

Desetimion:  46-year-old  Gerard  d'Aborville  from  Bcenloo,  France,  is  the 

first  person  to  cow  alone  across  the  Pacific  (which  be  did  this 
trip)  and  Atlantic  oceans 

2.  Sea  World  Fleishman-Hilliud  31.4 

Descrintion:  The  totfa  of  a baby  killer  whak-ihe  axlh  in  the  zoological 

ioslttutions*  breeding  program 

3.  American  lostitule  Ruder  Finn  27.8 

ofPIn^cs 

Descrintion:  Astiononiers  prepare  for  the  eeUpse  at  Hawaii’s  Mauna  Kea 

observaloD 

4.  DNX  Corporation  Hill  nod  Knowllon  27.7 

Description:  New  blood  substHuIe-fiee  from  the  threat  of  contamination  by 

infectious  agents  it  is  a cost  eSective  ahemative  to  tbe  human 
blood  suj^ly 

5.  Coors  Brewing  Co.  Foote,  Cone  £ Belding  27.1 

Description:  Coots’ coun  victory-cornrany  can  air  its  Coors  Light 

commercial  with  actor  Leslie  Nielsen  resembling  the  Energizer 


OldstnoHle 

Description: 


Perri-Pharris  Productions  26.5 

Tbe  Achieva  is  unveiled  and  delivered  it  to  tbe  fiist  buyer’s 
home-'the  neighborhood  becomes  an  ”All-AmericaD"  block 


7.  Cioit±e  Inc./Odor  Eaters  Combe  Inc.  20-9 

DMvrintinn-  Kids  compete  in  tbe  16lh  aaaual  ImematioDal  Rotten  Sneakers 
Contest,  Montpelier,  VT,  for  tbe  honor  of  “the  world’s  worst 


8.  Fast  Cuts  for  Citizens  Bain  & Lichteiislen  20.7 

Commission 

Descrimion:  Denwnstration  against  Prozac  calling  for  its  removaJ-'Koll  Call 

for  tbe  Dead"  was  read  oulsideon  Human  Rights  the  FDA 
building  while  victims  testified  inside 
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Audienct 

Clifnl PfOduCCT tin  willini'^l 

Citibank  Ruder  Finn  19.7 

Description:  Citibank  Price  Protection  unveiled--A  new  service  the 

guarantees  cardmetnbers  ibe  lowest  available  price  for 
purdiases 

General  Mills' Cheerios  Edebnao  PR  Worldwide  17.1 

DescrimioTi:  Cbeerios  celebrates  Its  50ih  Birthday 
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1992ToplOVidec 

1 News  Releases 

Pf.HMrer  linmillirmsi 

1.  Disneyland 
Descriolion: 

Disney  Broadcast  Pubbcity  47.9 

Elizabeth  Taylor  celebraied  her  60th  birthday  at  a Disneyland 
Party-tbe  event  included  many  of  Hollywood’s  tcggest  names 

2.  Chevrolet 
Description: 

MVP  Communicatioiis  38.9 

One  miUionlb  Corvette  rolled  off  the  assembly  line  in  Bowling 
Green.  KY-more  than  6,000  GM  locations  celebrated  the  event 

3.  COSCO 
Description: 

COSCO  34.7 

COSCO  toddler  bed  recalled 

4.  Borden,  tnc. 
Description: 

Lord  Sullivan  ft  Yoder  PR  29.4 

Butter  Toffee  Cracker  Jack-unveiling  ceremonies  of  first  new 
confection  in  99  years  to  carry  the  Cracker  Jack  name 

Neirraji  Maicus  Neimon  Marcus  and  27.i 

Phillips  Piuduciions,  Inc. 


Description: 

Neinun  Marcus  Christmas  catalog  wHb  oDe*of‘a*kind  His  and 
Her  gill  items 

6.  Citibank 
Desenplion: 

Ruder  Finn  Public  Relations  25.5 

Credit  card  security  measures  examined  including  the  Citibank 
Photocard  whkb  prints  a photo  ID  on  Citibank  credit  cards 

T.  Sports  lUustralcd  HBO  25.0 

Descrimion!  Sports  Illustrated  Swimsuit  video  featuring  11  of  the  world's 
most  ginitiorous  &shion  models 

8.  Graco  Children’s  Scepter  Group  24.6 

Products  Inc. 

Description:  Recall  ofUie  cradle  portion  of Converta-Cradle  brand  cradle 


swings 

9.  Perot  Peiitioi 

I Committee  Perot  Petition  Comminee  19.9 

and  Satellite  Management 
Internaiionnl 

Description: 

From  Orlando.  FL,  Ross  Perot  simuhaneousty  addressed  Perot 

ISO 


Aiidieoce 

Cton Producer triiivit^i 

10.  COMBAT  Rosch  KCS&A  Public  Relaiioos  19.4 

CoDUol  System 

ncjcrintion:  Ftiuilt  for  the  world's  laisesl  roach  and  most  imagmalively  clad 
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Audience 

Clieni i*roducer <ai  milligns) 

1.  PepsiCola  Robert  Chang  Produclions  500.0' 

DescrnHion:  Dfci  Pepsi  syringe  boax 


2.  Princeton  University  Silicon  Valley  Productions  56.9 

Plasma  Pbysks  Lab 

Desenminn:  Research  inlo  fusion  energy-describing  bow  fusion  energy  will 

permit  the  world's  commercial  power  plants  to  produce  cleimer 
energy 


Time- Warner 
Descrinlion: 


Broad  Street  Productiois 
Formalkm  of  an  stfoimation  superhighway 
Tune- Warner  and  US  West 


49.0 

enture  between 


Columlm  Pictures  Columbia  Pictures  43.7 

Descrinlion:  Cannes  opeitiitg  of  Columbia  Pictures.  "Last  Action  Hero" 

starring  Arnold  Schwarzenegger 


Pepsi  Cola 
Descrinlion: 


38.0 

J's  first  TV 


Golin-Harris  Comt 
Basketball  stars  Michael  Jordan  at 
together  in  a Superhowl  TV  cotnii 


I Lany  Bird  appearing 


Disneyland  Broadcast  Services  26.5 
Disneyland's  fbur-and'a'lialf  day  "Worldwide  Rids'  Party"  for 
thousands  of  disadvantaged  diildren 


'Refiects  the  aggregate  viewership  ofPepu's  four  separate  crisis-related  VNRs 

distrihuted  ioaone-w  e^  period  in  June  with  viewing  audiences  of  297  million. 
73  million.  ] ] 7 miUkin.  artd  1 3 mfllios  respectively. 
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10.  NalioDal  Institute  for  Kelish  Comtnunicalions  24.4 

Diabetes  and  Digestive 
artd  Kidney  Diseases 

nescriniion:  Results  of  10-year  Study  OQ  the  treatjnenl  of  diabetes 


Clieni Productr (in 

Aha  Lotna  ProduclioDS,  Lae  GoldsTeio  and  166.8 

a divisioD  ofPl^tey  Bender,  Goldman.  & Hatpar 

Enteruinmeni  Group 

Description:  OJ.  Simpson’s  borne  exercise  program  for  men 

Johnson  & Johnson  FleishmaP'Hillard  63.0 

Description:  Tbe  Home  Cbolesterol  Test 

Martm  Marietta  WashingtoD  Ipdepeodenl  36.8 

and  Lockheed  Producers  and  Powell  Tate 

Description:  Marlin  Marietta  and  Lockheed'.lhe  Two  con^iaiues' merger 

Neiiraui  Marcus  Phillips  Productions  33.0 

Description:  Neitnan  Marcus'  1 994  Holiday  Catalogue  including  tbe  new 

His  'n  Hers"  gifl  ideas 


Radiok)^  Society  Public  Communicatioas.  Inc.  47.0 

ofNortb  America 

Description:  Several  advances  in  radiolo^  ilhislrated 

PepsiCola  Robert  Chang  Productions  46.8 

Descriniion:  Freshness  dating  added  to  Diet  Pepri  products 

Milton  Bradley*.  Fleishman-Hillard  36.0 

Descrintion:  Grand  Prize  Winners  of  National  Pigsty  college  search 

promoting  the  board  game,  Pass  tbe  Pig 


Time  Warner  Broad  Street  Productions  34.0 

DescrintioD:  FuO  Service  Network  introduction..  America’s  first  fully 

broadband  interactive  TV  system 


PepsiCola  Robert  Chang  Productions  33.7 

Deacription:  Pepsi  Super  Bowl  commercial  Ime.up^includiog  Pepsi  and 

Lipion  Original  spots 


Disneyland  Disneyland  Broadcast  Publicity  28.7 

Description:  Norlhridge  Little  League  Parade-success  of  team  despite  area’s 

devastating  earthquake 
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1995  Tod  10  ViH^ 


Descrimion:  Shaq  vs.  Shaq  co 


Reebok  IntemBtionol,  Ltd. 


Times  Square  Business  Times  Square  Business  Improveme 

Inqsrovemeni  She  Site  District  with  Gelber  TV 

Description:  Times  Square  introduces  a new  ball  and  Web  site 


APPENDIX? 


RANDOMLY  SELECTED  MEDIALINKVNRS  1993  TO  1996 


Break  tbrough  in  fusion  energy. 

Low  &i  holiday  deserts. 

A special  holiday  gill  for  childreo  . . . the  giA  ofhearing. 

Mobile  medical  units  provide  health  care  to  needy  chUdren. 

Magic  Johnson  dedicates  ‘The  Ma^  Playroom"  at  Medical  Center. 
Holiday  train  sets  lead  to  liletioie  bobby. 

Holiday  photo  lips  from  celebrity  pboiojoumalist  Linda  Sokunon. 


1993  Ton  Ten  Video  News  Releases  (oitht  9 onthe  Mpel 

1.  Pepsi  product  tampering. 

2.  Fusion  energy. 

3.  Time  Wamer.D.S.  West 

4.  Last  Action  Hero. 

3.  Shaquille  O'Neal  Pepsi  spot. 

6.  JordantBird  Superbowl  Showdown. 

7.  Big  Mac  23th  Anniversaty. 

8.  MCM  Grand  opens. 

9.  10-YearDiabetesstudyrrIeased. 


2.  New  research  on  the  dietary  role  of  the  egg. 

3.  Epitope  receives  FDA  approval  to  market  Orasure  device. 
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Feed:  2/16^5 

I Japanese  baseball  in  U.S. 

2.  Love  on  the  Love  Boat  as  hundreds  rdcw  Ibeir  maniage  vows. 

3-  This  Vateuine's  Day  ...  you  may  want  lo  think  about  this  - . . 33,000 
people  become  infected  wHb  sexually  transmitted  diseases  each  year. 

4.  ToyotaunveilsDewtst  addilkinsta  hslineupai  tbeChicagoaDdPortlandauto 
show. 

5.  More  O.J.-ifyou  can't  get  enough  of  tbe  Simpson  trial  don't  worry  it's  otB  on 

6.  Fedex  gives  horn  tbe  heart  to  the  Ainnican  ILed  Cross. 

7.  Low  kvet  Carbon  Monoxide  poiseamg  mimics  tbe  flu. 

8.  NationaluproaroverUtSchanges. 

1 995  Too  2Q  V|H~r  V.ws  Beleeses 

1.  Doritos  Super  Bowl  Commercial  1995. 

2.  Taco  Bell/Shaquilie  O'Neal  CommxciaL 

3.  Reebok/Shaq  vs.  Shaq  Commercial. 

4.  1995  Niemao  Marcus  Chrurnnas  Book. 

5-  Time  Wamer/Tunier  Merger. 

6.  Wrestlemania  XI. 

7.  Tbe  Beverly  Hills  Hotel. 

8.  Times  Square  introduces  a new  baU,  web  site. 

9.  Response  lo  the  American  Medical  Association. 

10.  Playskool  1-2-3  Svdng  recall 

1 1 . Pizza  Hut  Sruffed  Crust  pizza  ad. 

12.  Wolves  poised  for  come^k. 

13.  U.S-  Consumer  Products  Safety  Commission  to  recall  bean  bag  chairs. 

14.  The  American  Obe^  AssocialionTlill  t Koowhon. 

15.  Bat  Blin^. 

16.  Hooters  of  America  re^nds. 

17.  Hard  Rock  Hotel  & Casino  in  Las  Vegas. 

18.  Hasbro  Colorblaster  3-0  toy  recall 

19.  Tbe  World  of  Pooh. 

20.  Toyota  of  America  responds  to  trade  sanctions. 
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Feed:  3/7/96 

1 . Patens'  misiakes  in  tiealing  childhood  diarrhea  can  mm  deadly  during  the 
germ-spreading  indoor  aeasoiL 

2.  Second  Coming  Productions  presents-exchisive  imerviews  with  the  Beatles  on 

3.  NasalStripsjoinchickeDsoupiDihe  fight  againststu^nosesandtbecommon 

cold. 

4.  'TteDdyTresses'’-the  ultimatesiningfeshionaccessoiystartsa"colorfur 

5.  FDA  clears  new  breast  imaging  system-~Aurora." 

6.  Airjyiuilityjnirsilv  nitemaiiniMl  spotlight  at  the  1996  Olympic  Games  in 
Atlanta.  Natural  gas  vehicles  to  help  athletes  and  visors  breathe  easier  at  this 
year's  Games. 

7.  Does  the  Internet  hold  the  “key"  to  your  new  address?  Tbousandsare 
discovering  their  "dream"  homes  while  house-hunting  on  the  World  Wide 

8.  Ate  big  breasts  bringing  you  down?  Breast  reduction  surgery  provides  an 
answer  fer  many  women  .... 

9.  Behind  the  Iditarod-The  Last  Great  Race  on  Earth." 

10.  Cool  Cats  take  Manhattan  at  the  IntemationBl  Cat  Show. 


be  high-tech  revolution  as  a fir 
aid  for  the  bank  oftbe  future. 


K<d-MCI  aitd  multimedia  medical  systems  form 
he  experts  on  easy  tax  filing,  small  tnisiness 
ind  economical  new  travel  &re  program  cavers 

Superstar  Ken  Grifiey  ir.  Lets  baseball  fans 
ixperience  in  his  new  video  gome-"Ken  Grifley  Jr.'s 

WinniDg  Run." 

Descent  II— head-to-head  competitioa 
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Feed:  3/21/96 

1.  Tbe  Academy  Awards  go  online  . . . for  more  than  a billion  movie  buffi 
around  the  world,  it's  the  mother  of  all  databiues. 

2.  “100  Years  ofOlyngnc  technology''  the  Information  Revohnion  comes  of  age 
at  the  199b  Games  in  Aibota. 

3.  U.S.  Consumer  Product  Safety  Commission  (CPSC)  and  Nulone,  loc. 
announce  stereo-cassette  player  recall 

4.  New  soflware  introduces  the  next  chapter  in  electronic  publishing  technology. 

5.  Travek>city”-new  mega-site  delivers  a “hvorld"  of  information  for  the  do-it- 
yourself  traveler. 

Feed:  if2i/96 

1 . U-S.  West  announces  “Project  Hope  Box"  program  to  provide  over  1 0,000 
voice  mail  boxes  to  the  homeless  and  phoneless  to  help  them  find  employment. 

2.  “Is  it  real  or  is  h supetscape?"  Business  goes  3-D  with  the  introduclion  of 
Ihree-dimensioiial  virrual  reality  worlds  and  astonishing  real  world  behaviorsl 

3.  MCI  imvefls  new  logo-icon  for  a New  Ceruury." 

4.  Cyberceasorship:  ViTiat  the  “bleep"  is  going  on?!  How  the 
Telecommunications  Bill's  Decency  Act  will  afiect  the  right  to  free  ^eech. 


APPENDIX  G 


NEWSWORTHY  CARRIER  LIST 


Butu 

1 


21 


25 

25 

26 


32 

35 

45 

48 


New  York.  NY 
Los  Angeles.  CA 
Phikdelphia,  PA 
Bostoa  MS 
Atlama.  GA 
Denver.  CO 
Orlando,  FL 
Hanford.  CT 
Hanford,  CT 
Portland,  OR 
Charlotie.  NC 
Raleigh-Duram.  NC 
Greenville.  SC 
West  Palm  Beach.  FL 
Greensboro,  NC 
Greensboio.  NC 


51  Birmingham,  AL 

54  Jacksonville.  FL 

62  Mobile.  AL 

67  Syracuse,  NY 


WLIG/lnd 

KDOC/lnd 

WGTW/Ind 

WGOT/lnd 

WTLK/SPN 

KTVD/Ind 

WIRB/Ind 

WTTCC/lnd 

WVIT/NBC 

KEBN/Ind 

WKAY/Ind 

WRMY/Ind 

WNEG/lnd 

WTVX/iDd 

WGGT/lnd 

WNRW/Ind 

WABMto! 

WNFT/loi 

WJTC/Ind 

WIXT/ABC 
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B«BtL 

70 

70 

76 

BS 

87 

87 

88 

88 

95 

101 

112 

117 

125 

126 

128 

130 

133 

137 

138 

142 

144 

145 

148 

153 

ise 

164 

173 


MaAci 

Honolulu.  HI 

StMinn/AffiliMe 

KWHE/Ind 

Honolulu,  HI 

KWHH/lnd 

Psducah,KY 

WPSD/NBC 

RMyere.FL 

WEVU/ABC 

Huntsville.  AL 

WOWL/NBC 

Huntsville.  AL 

WYLE/lnd 

Davenport,  lA 

KJMH/FOX 

Davei^rt,  lA 

KWQC/NBC 

Evansville,  lA 

WFIE^mC 

El  Paso.TX 

KZIA/Ind 

Augusta,  GA 

WRDW/CBS 

Eugene.  OR 

KEVU/Ind 

DakeisBeld.  CA 

KUZZ/lnd 

Chico.Reddiog,  CA 

KRCR/ABC 

Duluth,  MN 

KDLH/CBS 

Amarillo.  TX 

KVn/ABC 

Wausau,  W] 

WASW/CBS 

Rockford.  IL 

WIFR/CBS 

Wheeling.  WV 

WTRFfCBS 

Topeka.  KS 

KTXA/ABC 

Sioux  City,  lA 

KTTV/NBC 

Medford,  OR 

KOBl/NBC 

Binghamton.  NY 

WlCZmBC 

WBSV/Ind 

Anchorage,  AK 

KYES/Ind 

Utica,  NY 

WUTR/ABC 

Dothan.  AL 

WDAU/FOX 

161 


.Mute! 

Eureka.  CA 
Cbeyenne,  WY 


KAEF/SAT 


BaoL 

188 

193 

197 

200 

201 

205 


Aimiston,  AL 
Lima.  OH 
Hareisonburg.  LA 
Fairbaoka.  AK 
Fl.  Bragg,  CA 
Sitka/AK 
Si.  Croix.  VI 
Steamboai  Springs.  CO 
Si.  George,  UT 


KGWN/CBS 

WISU/CBS 

WFND/Ind 

WHSV/ABC 

KUU/FOX 

KFWU/SAT 

KTNUCBS 

WSVT/ABC 

KSBS/lnd 

KSGI/iDd 
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CaMgSvsiems 

Smian Mirtel 

ATC  CablevisioD  Urbaaia,  IL  36,000 

of  Chanq)agDe~Urt»DB 

Cablevision  Fairfield  County,  CT  165,000 

ofCooneticut 

Cablevision  Durham,  NC  42.000 

ofDurhazD 

Co:«Cabie  Oklahoma  City,  OK  81.000 

Oklahoma  City 

GTO  Fail  Rivet  Cable  FaU  River,  MA  60.000 

US.  Cablevision  Wappinger  FalK  NY  52,000 


APPENDIX  H 


VNR  DATA  AND  THE  LOCAL  NEWS 


3-S-Tuesday 
3-6- Wednesday 


Channel  6 

Channel  7 (Deco  Drive) 
Channel  4 


5:00-5:30  pm 
11:00-11:30  p.n 
5:30-6:00  a.m. 
12:00-1:00  p.m. 
7:30-8:00  pm 


3-7-Thiusday 

3-8-Friday 


Channel  7 (Deco  Drive) 


Channel  6 
Channel  10 


5:00-5:30  p.m. 
5JO-6:00  p.m. 
6:00-6:30  p.m. 
11:00-11:30  p.m. 
5:30-6:00  am. 
12:00-1:00  pm 
5:00-5:30  p.m 
11:00-11:30  p.m 


12:0 


12:30  p.m. 


D«lt--Dav 


Time  QfNew»-««  « nfVNB^ 


3*I5“Friday  Chaaod  7 (Deco  Drive)  7:30-8:00  p.m, 

3-19-Tuesday  Cl«iinel4  12:0O-12J0  pm 

5:30-6:00  pm 
11:00-11:30  pm 
Channel6  12:00-l:00pm 

5KX)-5:30  pm 

Channel?  12:00-12:30  pm 

5:00-5:30  pm 
5:30-6:00  pm 

Channel  7 (Deco  Drive)  7:30-8:00  pm 


Channel  10 

3-20— Wednesday  Channel  4 

Channel  6 

Channel  10 

3-22-Friday  Channel  6 

Channel  7 

Channel  10 

3-23-Saturday  Channel  6 

Channel  7 

3-2S-Monday  Channel  4 

Channel  6 

Channel  10 
Channel  6 


5:00-5:30  pm  1 
ll:00-II:30pm  I 

5:30-6:00  pm  I 
5:30-6:00  a.ia  I 
12:00-1:00  pm  3 
6:00-7:00  a.m.  1 
6:00-6:30  pm  1 
6:00-7:00  am.  2 

12:00-l:00pm  I 
6:30-7:00  p.m.  I 
10:00-n:00p.m.  1 
5:30-6:00  p.m.  1 

6:00-6:30  p.m.  I 
5:00-5:30  p.m.  1 
10:00-ll:00p.m.  1 

5:00-3:30p.m.  1 
5:30-6:00  am.  2 
12:00-l:00p.m.  2 
6«l-7:00  am  2 
12:00-12:30  p.m  I 

5:30-6:00  p.m.  I 
ll:00-ll:30p.m  I 
6:00-6:30  p.m.  1 


3-26— Tuesday 


!65 


Daif-Dav Channd Time  ofNtw«f«"  MnfVHKt 


3-27-Wedaesday  ChanneU 
Chaanelb 


Chuinel  7 (Deco  Drive) 


5:00-5  JO  p-m. 
5;30-6K)0  p.m 
5:30-6:00  a-ia 
12:00-1:00  pm 
5:00-5:30  pm 
7:30-8:00  pm 
10:00-11:00  pm 


3-28-Tbursda>'  Channel  7 


3-29-Friday 

3-31-Suoday 

O-l-Mondny 


4-2-Tuesday 


Channel  7 (Deco  Drive)  7:30-8:00  pm 

Channel7  10:00-11:00  pm 


Channel  6 


Channel  10 


5:30-6:00  pm 
11:00-11:30  pm 
12:00-12:30  pm 
6:30-7:00  p.m. 
10:00-11:00  pm 
5:30-6:00  pm 
11:00-11:30  pm 


Channel  6 


tttl 


APPENDIX  I 


MEDIAIINK  DISTRIBUTED  VNRS  AIRED  ON  LOCAL  MIAMI  NEWSCASTS 


I.  Advances  in  intervenlkisa]  radiology.  (b-coU) 

New  hope  in  the  6ghl  against  lung  cancer:  “VirTuaT  mediciDe  becomes  n 
reality;  and  tbe  secret  culprit  behind  Major  League  phcbers'  throwing  hand 


2.  Anna  Nicole  Smith  in  never-berore-seeo  nudes. 

Photos  featured  in  April  edition  of  Penthouse  ...  hits  newsstands  Tuesday. 
March  5. 1996. 

3-4  Channel  7 7:S6p.m.  Deco  Drive 

3.  Behind  the  Iditarod-'niie  Last  Great  Race  on  Earth.  " 

Tbe  epic  "T^e  Ibr  life"'  got  its  start  in  1925  when  20  volunteer  mushers  risked 
their  lives  to  relay  antitoxin  from  Anchorage  to  Nome,  helping  to  slop  a deadly 
diphtheria  epidemic. 

Channel  4 5:26  p.m. 

Channel  4 11:23  p.m. 

Channel  6 5:45  a.m. 

Channcl6  12:I7p.m. 

4.  Mysteriesoftheopenoceanrevealed.  . . one  of  the  largest  hatriiais  on  earth  . . . 
a million-gallon  indoor  ocean  at  the  outer  bay  galleries. 

No  Show 


March  4 IQ  March  29.  1996 


No  Show 
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Mi..iuiinlr  Oavbook  Tuesday.  March i.iS96 

1 . Second  Coining  Produclioas  Pnsenis-exclusive  inlerviee'  with  the  Beatles  on 
"RealLove".  . . single  release  Monday,  March4, 1996. 

Exclusive  interviews  with  McCartney.  Harrison  and  Starr  talking  about  the 
ei^erieoce  of  being  back  in  the  studio"  with  the  late  John  Lennon  and 
reeording  their  latest  single,  "Real  Love"  . . . features  footage  from  Bealle 
recording  sessions  for  "Free  As  A Bird"  and  'Heal  Love." 

3-S  ChaaneU  12:26  p.m. 

3-5  ChanneU  S:S4p.m. 

3-6  Channel?  7:51  p.m.  Deco  Drive 

2.  Major  heahbcare  aniance  to  be  amtounced-pannership  to  jointly  develop 
telemedicine  services  and  technology. 

No  Show 

3.  Does  the  Internet  bold  the  "key'io  your  new  address?  Thousands  ate  discovering 
their  dream  home  while  house-bunting  on  the  World  Wide  Web. 

State-of-the-art  system  offers  more  than  40,000  listings  across  the  country . . 

. popular  website  recently  recorded  over  103,000  hils  in  one  month! 

3-6  ChanneU  5:43  p.m. 

4.  "Spariting  a Revolution” — Radical  new  technology  enables  your  car’s  engine  to 

secomes  n powerful 
IS  of  thousands  of  watts. 

tUision  avoidance  system. 


During  blackouts  and  other  power  outages, 
emergency  generator  for  your  home  ...  pi 
3-g  ChanneU  5:41  p.m. 

5.  General  Electric  and  Harris  Corporations  devel 


I.  Junior  porks  another  one! . . . superstar  Ken  Griffey.  Jr.  lets  baseball  fons  raliv 
the  playoffexperience  in  his  new  video  game,  "Ken  Criffsy,  Jr.'s  Winning  Run. 
RevolutioDaiy  new  video  game  is  fitst  to  eag>k>y  cutting-edge  Advanced 
Computer  Modeling  (ACM)  technology. 


1 . Trendy  Tresses"-ibe  uhimate  spring  &shion  accessory  suns  a 'cotorfuT 

Ceiebrities  and  supermodels  uke  iIk  "cokrr  sloi/'  beyond  bshion  to  beauty. 
No  Show 

2.  Air  Quality  joins  Ibe  imeniaiianBl  spotlight  at  the  1 996  Olyngiic  Games  in  Atlanta . 
. . natural  gas  vehicles  to  help  athletes  and  visitors  bieaihe  easier  at  this  year's 

AmeiicaD  Gas  Association  to  provide  naluraJ  gas  vehicles  for  the  1996 
Oiyn^nc  GameS''becomes  first  trade  association  to  become  an  official  sponsor. 


3.  "Descent  H"  takes  ioterplanetary  adventures  to  the  next  level! . . . muhi-plaiform 
launch  expands  tbe  "Descent"  worlds  for  a new  generation  of  thrill-seekers. 

3-7  Channel?  7:57  p.m.  Deco  Drive 

4.  Nasal  strips  Join  chickeo  soup  in  the  fight  against  siu^  noses  and  tbe  common 
cold. 

FDA  approves  Breathe  Right  nasal  strips  to  be  marketed  as  treatment  for  nasal 

3-13  Cb'annellO  5:26  p.m. 

5.  Junior  parks  another  one! . . . superstar  Ken  Grifiey,  Jr.  lets  baseball  &ns  relive 
tbe  playoff  experience  in  his  new  video  game,  "Ken  Griffey,  Jr.'s  Winning  Run.” 

Rewlutionaiy  new  video  game  is  first  to  employ  cutting-edge  Advanced 

Computer  Modeling  (ACM)  technology. 


■ March  7, 1996 


1 . Double  benefit  for  folk  acid:  reduces  risks  for  heart  disease  and  birth  defects. 
3-8  Channel  10  5:27  p.m. 

2.  Preparing  our  children  for  tomorrow's  hi^-lecb  world. 

New  engineering  curriculum  teaches  students  how  to  go  from  the  drawing 
board  to  the  -teal  world." 

No  Show 

3.  Advances  In  imerventjonal  radiology,  (b-roll) 

New  hope  in  the  fight  against  lung  cancer,  ‘Virtual"  inedkine  becomes  a 
reality;  and  the  secret  culprit  behind  Major  League  phcbers'  throwing  hand 
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Medialink  Daybook  Friday.  March  8. 1996 

1.  '7t'sawbol«  Dewb«llganK''-49ersupersiaft  Steve  Young  and  Jerry  Rice  use  s 
new  formula  lo  tackle  tbe  future  offoolbaL 

Football  gets  a new  took  for  the  2lncecrufy  . . . and 'Ybe  game  will  never  be 

No  Show 

2.  Behind  tbe  IdHarod-Tbe  Last  Oreal  Race  os  Earth." 

Two-time  Idharod  winner  Martin  Buser  delivers  precious  cargo  in  this  year's 
r^.  Tbe^ic"racefor  Uie"goittsslart  in  1925,  vdieii20  vohmieer  mu^rs 
risked  their  lives  lo  relay  a Gie-saving  serum  from  Anchorage  lo  Nome,  helping 
to  stop  a deadly  diphtheria  epidemic. 


3.  Tbe  Amlrak  “Explore  America  Fate" . . . 't3o  Where  You  Wanna  Go  . . .Do 
WhM  You  Wanna  Do ...  " Cb-roU  Imerview) 

3-11  Chanoeld  S:47p.m. 

4.  Helping  Oklahoma  bombing  viclims  and  creating  low-income  bouring  are  just  a 
couple  of  (be  services  oBered  1^  tbe  Volunteers  of  America  as  they  celebrate  100 

NoS^ 


5.  “Exploring  America'-an  exciting  and  cost-conscious  new  (ravel  program  explores 
America's  hidden  treasures. 

-Amlrak  Explore  America  Fares"  cover  lots  of  ground  for  travelers  on  a 
3-11  Channel  4 S;47p.in. 


MfdialinUhvbook  Monday.  Mafch  1 1 , 1996 


1 . Andre  Agassi  "Does  the  Dew.” 

New  commerciai  feaiures  asiooishing  scenes  of  the  tennis  superstar  bungee 
junking  from  a belicopter,  repelling  head-first  over  a ells',  “sky  sknog''  betund 
an  airplane  and  coUerblading  over  desert  canyoiis! 

MI  Channel*  5:23  p.m. 

2.  "It's  a whole  new  baU  gaine“~49et  superstars  Steve  Young  and  Jerry  Rice  use  a 
new  formula  to  tackle  the  firrure  of  football 

Football  gels  a new  look  for  the  21  St  cennrry. . .and  ‘The  game  will  never  be 
the  same.” 

Repeal 

3.  Daring  world  record  motorcycle  jump  attempt! 

Slum  driver  Butch  Laswell  attengrts  an  amazing  ramp-lo-ran^  leap  over  the 
Jg-fooi  Oasis  Skywalk  Bridge. 

3-11  ChanneU  5:22  p.ro. 

3-11  Channel*  6;2S  p.m. 

3-11  Channel*  ll:12p.m. 

3-II  Channelfi  5:3Sa.m. 

3-11  Channel*  I2:35p.m. 

3-11  Channel  10  5:14  p.m. 

3-11  Channel  10  11:15  p.m. 

4.  The  Anrtrak  "Explore  America  Fare"  - - - “Go  Where  You  Wanna  Go  ...  Do 
What  You  Wanna  Do  . . . ” (b-roU  interview) 

Repeal 

5.  Westinghouse  Science  Talent  Search  winners. 

The  top  40  high  school  students  bi  the  country  gather  m Washingtoo,  D.C.. 
this  week  for  the  SSth  Westinghouse  Science  Talent  Search.  Interviews  with 
the  top  winners  and  footage  from  the  event  and  awards  banquet. 

M2  Channel*  12:27  p.m. 

3-12  Channel*  5:51p.m. 
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MediilinkD»>bi>okTtiwdav.  March  12. 1996 

I.  Weslingbouse  Science  Takm  Search  wbners. 

The  top  40  high  school  students  in  the  counlc)'  gather  in  Washington.  D.C., 
this  week  fbrtbeSStbWeslingbouse  Science  Talent  Search.  Interviews  with 
the  top  wioneis  and  footage  the  event  and  awards  banquet. 


2.  Timely  financial  advice  from  the  expens  on  easy  tax  filing,  small  business  attorneys 
and  home  legal  advisors. 

The  power  of  personal  confuting  offers  significant  financial  benefits  for 
Ameiicao  consumers  and  si^  business  owneis. 

No  Show 


3.  Sneak  preview-.cybetspace  companies  announce  alliance  fbt  safer  surfing  on  the 
Intemet. 

3-12  Channel  7 6:47  p.m. 

4.  Iditatod  race  alert. 

Epic  1 1 SO- mile  race  comes  to  a thrilling  end  as  the  five  leading  mushers  make 
a fierce  ru^  to  the  finish  line . . . two-time  Idrlarod  winner  delivers  childhood 
vaccines  in  commemoraiioDorihe  original  “race  for  lift.' 

3-13  ChBoneU  5:25  p.m. 

5.  Helping  Oklahoma  bombing  victims  and  creating  low-income  housing  are  just  a 
couple  of  the  services  ofiered  by  the  Volunteers  of  America  as  they  celebrate  100 
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1.  Governor  and  Mrs.  Lawton  Chiles  help  bring  the  greai  tasieofFlorids  cuisine  to 
dinner  tables  across  the  country. 

No  Show 

2.  “100  years  of  Olympic  technology"  - . . the  infomiation  revolution  comes  of  age 
at  the  1 996  summer  OK/mpic  Games. 

No  Show 

3.  Breakthrough  in  shareholder  comDunications  to  be  announced. 

No  Show 

4.  •TTBvek)city"-themosipowerfiilUBvelsiteontbeNet! 

No  Show 
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Mgdialink  Daybook  Thujsdav.  March  14.  1996 

1.  New  software  intniducas  ihe  oexi  ch^er  in  electronic  publishing  technology. 

No  Show 


2.  ~TrBvek>city’'-newiDega-sile  delivers  “world’' of  infbmialioiL 

The  most  powerful  travel  site  on  (he  Net  lealures  more  than  200,000  pages  of 
travel  destinations  and  takes  the  guesswork  out  of  planning  around  the 


3.  Garth  Brooks  kicks  off  world  tour  in  Atlanta. 

No  Show 

4.  “lOOyearsofOlyngtktechnology''.  . . the  inlonnation  revohitioii  comes  of  age 
at  the  1996  summer  Olytqtic  Games. 

5.  Clinton  administration  teams  up  with  the  G.S.  Women's  Soccer  Team  for  autt' 
smoking  strategy  aimed  at  young  women. 

No  Show 
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Daybook  Friday.  March  15.  li>96 

1.  GcDeral  MilU’ employees  gel  a special  soeak  peek  al  tbe  Betty  Crocker  7Sth 
Anniversary  Portrait. 

Betty  Crocker  75tb  Aniiivetsary  Portrait  to  be  unveiled  to  the  pubBc  on 
Tuesi^,  March  19. 

No  Show 

2.  'Taiwan:  The  Road  to  Deniocracy''-UDique  Sve-part  series  examises  the  current 
China-Taiwan  standoff  and  the  historical  relationships  behitsd  the  crisis. 

3-23  Chaaiiel6  «;Up.m. 

3-23  Chaanen  StOgp.m. 

3-23  Channel  7 10:39  p.m. 

3-25  ChanoeN  S:14p.m. 

3-27  Channel  7 10:27  p.m. 

3.  FrenchPotyDeriafighlingecosomiccrisiscaiisedbyFretichnucleartests. 

No  Show 

4.  What  do  you  get  when  you  cross  Garth  Brooks  with  R2D27. . -‘Techs--Thc 
Rhinestone  Robot". . .country  music's  newest  risuig  star! 

3/15  ChanaelT  7:37  p.m.  Deco  Drive 

5.  Under  siege!  Ettvtronmental  dangers  threaten  America's  national  parks. 

No  Show 

6.  FDA  grants  marketing  clearance  for  Crtxinan.  new  protease  inhititor  for  HIV. 

Merck's  /MDS  medication  receives  fostest  accelerated  approval  over. 

No  Show 


1 Polyne^  figbiing  i 


1 by  French  nuclear  i 


2.  'Exploring  Alnenca''-aD  exciting  and  i 
America's  hidden  treasures. 

"Anttrak  Explore  America  Fares"  c 


scious  new  travel  program  explores 
; of  ground  for  travelers  on  a 
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Medialink  tHvbook  Tucaiav.  March  19. 1996 


I Mjchael  Jackson  lo  aonounce  n 
Alwaked  ofSaudi  Arabia. 

3>19  Cbanadd  S:Kp.o. 
3-19  CbanocU  Il:19p.m. 
3-19  CbaBBald  S:22p.m. 
3-19  ChaBBcl?  7:S0p.m. 
3-19  CbBBBcn  10:36  p.m. 
3-19  CbaaBcllO  5:17  p.m. 
3-20  ChanBcIO  12:25  p.m. 
3-20  CbBBBcl  10  6:28  a.m. 


rjoiol  business' 


Deco  Drive 


rilh  HRH  Pcioce 


2.  General  Mills  unveils  the  Betty  Crocker  7SthAniuversaf>pactrail.  (live  press 
event  & b-roU) 

75  women  who  most  embody  the  spirit  ofBetty  Crocker  serve  as  inspiration 


for  the: 
3-19  Cbannc 
3-19  Cbanoc 
3-19  Cbannc 
3-19  Cbannc 
3-19  Cbannc 
3-20  Cbannc 
3-20  Cbannc 
3-20  Cbannc 


4 12:22  p.m. 

4 5:46  p.m. 

7 5:27  p.m. 

7 7:55  p.m.  Deco  Drive 

10  5:17  p.m. 

6 5:56  a.m. 

6 12:54  p.m. 

10  6:45  a.m. 


3.  Second  Coming  Productions  presenls—lhe  Beatles  Anthology  Volume  2 . . . 
highly-aoticipated  double-album  hits  retail  stores  March  19th. 

Beatlemania  arrived  early  as  more  than  12,000  &ns  Docked  to  Bealleiesi  for  a 
sneak  preview  of  Anthology  Volume  2,  which  chronicles  (he  “years  of  dash 


3-19  CbanncH  5:56  p.m. 
3-19  Channel  6 12:53  p.m. 

3-19  Channel  7 12:22  p.m. 

3-19  Channel  7 5:55  p.m. 

3-19  Channel  7 7:50  p.m. 

3-20  Channel  6 12:25  p.m. 

3-20  Channel  10  6:28  p.m. 


4.  Vicloria's  Secret  Sensual  Shapers  lingerie  introduclkm. 
3-19  Channel  7 7:36  p.m.  Deco  Drive 

3-19  Channel  10  11:33  p.m. 

3-20  Channel  10  6:45  a.m. 
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5.  General  Mills  unveils  ihe  Betty  Crocker  75th  Annivefsaryponrait. 

6.  The  Academy  Awards  go  on  line  ...  for  more  than  a billion  movie  bu£& 
worldwide,  it's  "Ibe  mother  of  all  databases!” 

Oscar  goes  on-line,  bnovalive  project  puts  mfonnalion  about  Academy  Award 
nominees  and  winners  dating  from  1927  on  the  World  Wide  Web. 

3-22  Channen  6:42  p.m. 

3-22  Channel?  10:43  p.m. 

7.  ”lt'sa  whole  new  boll  game”— 49er  si^ierslars  Steve  Young  and  Jerry  Rke  use  a 
new  fomtuln  to  tackle  the  future  of  football. 

Football  gets  a new  look  for  the  21st  centuiy.  . . and  ~tbe  game  will  never  be 
the  same.” 

Repeat 

8.  McDonneG  Douglas  and  NASA  unveil  the  X-36  tailless  research  aircroA. 

Subscale  prototype  aircraA  lacks  vertical  and  borizomal  tails  and  enqjloys 
revohitiotiajy  new  flight  control  technology-may  diaroatically  change  Ite 
design  of  future  stealth  fighters. 

No  Show 
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MedaUnk  Davbeok  Wedne«l«Y.  March  20. 1 996 

1 . Taiwan;  Tbe  Road  lo  Democracy'-unique  Gve-pan  series  examines  the  ciirreDl 
China-Taiwan  standoff  and  the  hisloricaJ  relationships  behind  the  crisis. 

Repeal 

2.  U.S.Consumer  Product  Safety  CommissiaD(CPSQ  and  Nutone.  Inc.  anoounce 
3-20  ChanneU  SMTp.m. 

3.  New  software  introduces  the  next  chapter  in  electronic  publishing  technology. 

Publishers  can  now  electronically  offer  PULL  pages  exactly  as  they  appear 
coming  off  the  printing  press. 

No  Show 

4.  Two‘Story  floral  sculpture  ushers  in  springtime  in  Times  Square. 

A louch  of  nature'  comes  to  an  American  landmark. 

No  Show 


3.  General  MEU  unveils  Betty  Crocket  75th  anniversary  portrait. 

6.  Junior  parks  another  one! . . . superstar  Ken  Griffey.  Jr.  lets  baseball  bos  relive 
the  playoff  experience  in  his  new  video  game,  *TCeo  Griffey,  Jr.'s  Winning  Run.” 

Revolutionary  new  video  game  is  first  to  engrloy  cutting-edge  Advanced 
Computet  Modeling  (ACM)  technology. 

7.  Dr.  C.  Everett  Koop-formet  Surgeon  General:  creator  on  a crusade  . . . unveils 
Time-Life  patient  education  videos  . . . exclusive  satellile  feed. 

3-2S  ChanneU  5:42  a.m. 

3-25  ChanneU  12:46  p.m. 

3-25  Channel  10  6:25  a.m. 

8.  Countdown  to  the  “Sweet  Sixieen"  at  the  pizza. 

No  Show 

9.  Hut“Hoops'’NaiionalCoUegiaieIolramuralBaskethallToumanieDt. 

Intramural  “March  Madness"  features  first  round  surprises  as  "Hoops" 
toumamenl  moves  onto  tbe  regionals. 


No  She 


nnvbook  Thundav.  March  21. 1996 


I “Taiwan;  The  Road  to  Democracv"-uiiique  five-pan  series  enammes  the  cunem 
China-Taiwan  standoff  and  the  historical  relationships  behind  the  crisis. 


J.  Cyber-censorship:  what  the  “bleep’' is  going  on?!  How  will  the 

Tekcomtminicaiions  BM'sDecency  An  affect  the  right  to  free  speech? 

Rev.  Jerry  Fahvell,  Rep.  Pal  Schroeder,  Donna  Rke  and  the  ACLU’s  Nadine 
Strossen  join  Linda  EUetbee  live  and  “on  the  record"  about  cyberspace, 
censorsiup  and  our  First  Ameodmeni  rights. 

3-22  Cbanneld  12:3«p.ni. 

3-22  Channel  10  5:33  p.m. 

4.  Tony  Bennett  shares  his  sweet  secrets  to  a healthy  lifestylel  (b-roU) 


5.  Gateway  2000  launches  new  computer  calegory-Destmaiion  big-sneen  PC 
revolutionizes  the  personal  congtuting  experiertce  . . . and  your  living  room) 
31-inch  monitor,  high-end  sound  and  graphics  and  a wireless  keyboard  brings 
&milies  a new  ''destinaiioo"  fin  entertainmeni  and  inrormatioa 
No  Show 
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Merlinlinli  Daybook  Friday.  March  22.  IW6 

1.  ''FreedomofSpeechChiaese-Styie''-8uniquefive-pansenesexaimiM«t)wcuiTenl 
China-Taiwan  sandoff  and  the  historical  relsikntships  behind  the  crisis  in  'Taiwan: 
The  Road  to  DetDocracy." 

Repeal 

2.  L^OD  holds  an  original  ‘‘brew  ciew"  reunion  to  launch  their  new  teady-io-drink 
ic^  lea. 

Legendary  sports  personalities  Bob  Uecker,  Bubba  Smitb  and  Dkk  Bulkus  star 
in  L^n's  new  'Tnew"  spot.  Refoimulaied  and  repackaged  new  iced  tea 
features  three  new  flavors 

No  Show 

3.  Newmega-shedeliversa"»orld''ofinfbrmBtionfbrthedo-it-yourselftraveler  . . 

. “Travelocily"  leads  the  way! 

The  most  powerful  travel  site  on  the  Net  features  more  than  200,000  pages  of 
travel  destinaiioas  and  lakes  the  guesswork  out  of  planning  trips  around  the 

4.  PPG  Indy  Car  World  Series  points  leader  Scott  Pruett  and  rising  young  rookie 
Greg  Moore  discuss  the  series'  devebpment  and  their  preparations  for  the 
upcoming  iDBUgural  U.S.  500.  (b.mll  interview) 

No  Show 

5.  Casual  dress  demonstrators  converge  on  Wall  Street!  The  Mission''  loosens  op 

Worldwide  call  for  change  scheduled  for  Friday.  Match  22. 

No  Show 
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Medalink  Dtvbook  Mondj>.  March  25.  1996 

I F«lid  footwear  takes  ceoler  stage  at  (be  21  si  annual  Odor-Eaters ‘Inlemallonal 
Rotten  Sneaker  Contest.'’ 

Young  contestant  go  'Yoes-to-oose”  with  celebrity  judges  in  a fiendish  frenzy 
of  foul  footwear  and  fomily  fiin! 

3-25  Channel  Si57a.m. 

3-25  Channel « 12;S«p.in. 

3-25  Channel  10  6:40  a.m. 

3-25  Channel  10  12:16  p.m. 

2.  Wow!  from  CompuServe  goes  live  today. 

At-home  cooqmter  users  have  a service  etqtressly  for  them. 

No  Show 

3.  "Is  it  real  or  is  it  SuperscapeT'  Business  goes  3-D  with  the  introduction  oftbrec- 
dimensional  virtual  worlds  and  astonishing  "real  world”  behaviors! 

While  computer  users  are  getting  on-line  by  the  millions,  many  fiia-Iime 
Internet  explorerS'-used  to  the  flash  and  glamour  of  television-have  been 
disappoint^  by  the  web's  Oat  and  static  pieseniation  . . . that  is,  until  now. 
No  Show 

4.  "Interactive  medkine":  state-of-the-art  video  technology  explores  treatment 
options  and  includes  patients  in  the  decision-malung  process. 

In  a recent  test.  4S^  of  the  men  surveyed  decided  against  surgery  alter 
viewing  an  interactive  video  on  prostate  cancer. 

No  Show 
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Malialink  Davbook  Tuesday.  March  26.  1996 


I.  NewstudusiciDforcs  tbebeneGlSDfkiwenngcboksterolinpeoplewiihbean 


EUsullscifDewcbolesterol-k)wniiig  rcsesich  presenud  ai  ibe  annua!  meeling 
ofittt  An^rkan  CoUcga  of  Cardiology  raaffirm  the  cimkal  beoefita  ofbwering 
cbobstaroi  in  people  coronary  bean  diaease  (CHD)  and  should  eliminate 
the  debate  over  trtiicb  people  with  heart  disease  get  cbolesteroMowering 


therapy. 

Chanaelb  S:48p.in. 

Channel  6 11:11  p.n.  (misaing  videotape) 

Channel  10  6:12  p.m. 

Channel  4 S:49p.ni. 

Channel  6 12:45  p.m. 

Channel?  5:21p.m. 

Channel  T 10:44  p.m. 

Channel?  10:34  p.m. 


2.  Vitamin  sales  record  lieatthy' increases  during  this  year's  harsh  cold  and  flu 
season  ...  and  the  ~&tber"  of  vitamin  researcb-Dr.  Linus  Pauling-provides 
breakthrough  nutrition  for  today's  consumers. 

Over  150  million  Americans  lake  vitamins  regularly  for  better  beahhand 
dieease  prevention. 

No  Show 


3.  National  Capital  Planning  Commission  unveils  plans  for  the  fbture  look  of 
Washiogton,  D.C. 

No  Show 
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.March  27, 1996 


1 .  Sunday  showdown  at  the  Pizza  Hut  “Hoops”  National  CoUegiale  Intramural 
Basketball  Tournament  to  determine  National  Chan^lon. 

Coaching  legends  Lou  Carnesecca  and  Judd  Heatbcole  serve  as  celebrity 
cosacbes  in  (he  chaiigtioiiship  game  as  "Mr.  College  BasketbalT’  Dick  Vhale 
calls  aU  the  action. 

No  Show 


2.  "Seven"  stomis  into  borne  videO"S90  million  block-buster  starring  Academy- 
Award  nominaled  actors  Brad  Pitt  and  Morgan  Freeman  debuts  at  video  stores 
nationwide  March  26. 

3-27  Channel  7 7:38  p.in.  Deco  Drive 

3.  David  Packard,  co-founder  of  Hewlett-Packard  Company,  dies  at  age  83. 

3-27  Channel  6 S:43  a.m.  (missing  videoUpel 

4.  "Good  news  about  tomatoes!"  Recent  studies  show  that  lycopene-which  give 
tomatoes  their  red  color-may  help  protect  against  certain  forms  of  cancer 

A study  conducted  by  Harvaid  llniversiiy  researchers  found  that  men 
two  to  four  servings  of  tomato-based  products  a week  are  34  percent 
likeiy  to  develop  prostate  cancer.  And  men  who  eat  10  servings  of  lyt 
rich  foods  a week  are  46  percent  less  likely  to  develop  prostate  cancer. 

3-27  Channel  4 5:17  p.n. 

6.  Limits!  Camera!  Oscars!  Backstage  at  this  year's  Academy  Awards.  (b-roU 
imerview) 

No  Show 


1^1 


IS5 


1.  Drink  Pepsi.  Ge(  stuff"  Pepsi-Cola  unveils  Die  single  biggest  coosumer  event  in 
tbe  con^eny's  hisloo'. 

"Pepsi  stuff*  delivers  nxire  thari  ]70  million  Pepsi  stuff  cnialogs,  S125  million 
wonh  of  fiee  meiuliandise.  celebrity  cerneos  and  a calcto'  new  theme  to 
millions  of  loyal  Pepsi  drinkers  around  tbe  country.  Massive  consumer 
outreach  program  dwar&  tbe  conqtany's  previous  marketing  efforts,  including 
tbe  enonnousty  popular  ‘Tepsi  Challenge"  canquiign. 

3-29  Channen  7;Mp.D.  Deco  Drive 

2.  Kew  treauneni  for  vaginal  yeast  infections  . . . Femstai  3— tbe  first  and  only  3- 
day  ptesct^ion  strength  product  to  be  introduced  over-lhe-coumer-gives  1 3 

3-28  Channel  7 5:21  p.m. 

3-28  Channel?  10:34  p.m. 

3.  Korean  companies  open  along  U.S..~Mexico  border,  taking  Mexico  economy  to 
record  levels. 

No  Show 

4.  Merrill  Lynch  derignales  April  as  "National  Saving  Month." 

American  save  less  than  any  other  country  in  the  industrialized  world-and  it's 
estimated  that  aging  baby  boomers  are  saving  al  just  one-third  of  the 
recommended  Imls  for  their  retirement.  Merrill  Lynch  and  Blockbuster  Video 
team  up  to  distribute  animated  children's  video  on  tbe  in^rtance  of  saving. 

No  Show 


S.  Simple  solutions  for  allergy  suflerersi  lest  your  allergy  "Eye-Q."  (b-roU 
No  Show 


6.  AsErka's  new  "Odd  Couple”-lvBna  and  Tony  Raodall-join  Friar  Freddie  Roman 
and  KFC  for  a celebrity  roast  at  the  &med  Friars  Chib. 

No  Show 


4-1  CbippeU  S:S2p.m. 

4-1  Chappel6  11:31  p.n. 

4-1  Ckanpel?  12:28  p.m. 

4-1  ChaiinelT  «:S8p.Pi. 

4-1  ChanatIT  10:33  p.m. 

4-1  Cbappcl  10  S:44  p.m. 

4-1  ChappcIlO  11:32  p.m. 

4-2  Cbappcl  6 12:S1  p.m. 

2.  ‘T.egeDds  in  their  own  lime"-len  of  history's  gteatesl  Olympic  con^itors  to  be 
hoiured  U the  Swatch  Otyn^ic  Legends  Awards. 

Ceremony  will  also  unveU  the  company's  Third  Centeanial  Olyiq)ic  Collection. 
“Olyn^ic  Legends."  featuring  a watch  inspired  and  designed  by  each  of  these 
legenduy  gold  medalists. 

No  Show 

3.  Commoditiestradingpiugsintotbefiiture!  The  New  York  Mercantile  Exchange 
debuts  electricity  futures  contracts. 

Analysts  estimate  the  potential  value  of  wholesale  trade  in  electricity  at  more 
than  S 1 00  billion  a year. 

No  Show 

4.  Don't  clown  around  with  safety.  U.S.  Consumer  Product  Safety  Commission  and 
Ringiing  Bros,  and  Bamum  & BaDey  Circus  team  up  for  safety  gear  climes. 

4-1  Channel  4 5:43  p.tn. 

5.  Natural  gas  vehicles  to  help  atheleles  imd  vishois  breathe  easier  at  the  1996 
summer  Olyo^ic  Games  in  Atlanta. 

Air  Quality  joins  the  mtemationaJ  spotlight  as  the  American  Gas  Association 
anri  I he  “Ct^  Air  Team"  provide  natural  gas  vehicles  and  maintenance  for  the 
'96  games-becomes  first  trade  association  to  become  an  official  sponsor. 

6.  The  mteiactive  television  commercial  lets  your  lelevisioo  do  the  walking! 
Remarkable  uw  spot  dials  the  telephone  for  you  . . . and  watching  television 

A co-op  of  Mynk  Beach  tourism  businesses  puts  a dramali  twist  on  TV 
marketing  concepts,  allowing  viewers  to  plan  eniertainmeol  vacations  in  a way 
ea^r  than  ever  before. 

No  Show 
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